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Industrial buyers have 


formed that “many manufacturers | All Angles Studied 
and distributors have recently found | By HAL BURNETT 
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catalog.” _ But is that supposed to Washington, D. C., Sept. 10.—Re- | 0 romo ion U nounced that he hoped to put all of 

a eal assured by cost rulings favorable to the recommendations of his special 

Le ee Officers Instructed —— he tag yr into 

. asury | effec y onday, including ap- 

One of the nice things about the | Administration—the industry this =| | to Point Out Need pointment of a rubber administra- 

mail order business is the fact that | week awaited the imminent clarifi- for Advertisin tor. Indications, however, were 

the catalogs have been known to} cation of the armed forces’ attitudes | g that “mileage” rationing would 
serve not only as information for 


buyers, but as door stoppers and | 


such, 
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Wasn’t it Hamlet who 


something about ultimate uses of|ing officers and price adjustment | in this megesine color page. about reducing their advertising | gasoline rationing throughout the 


noble products? 
Imperial Caesar, dead and 
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Well, considering rationing of | 
goods and price ceilings, 
taxes, personnel troubles and de- 
clining volume, who’s envying 


them? 
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Bulbs and fléwer seeds are getting | 


a big play as premium 


year. Even the eminent Donald 
Nelson agrees there’s no priority 
rationing on soil, sunshine and 


elbow grease. 
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In promoting its new 
package, Macmillan Petroleum Cor- 


poration tells how much 
than the old tin can. 


finding so many satisfactory substi- | action—as is that of every other war 


supply of goat fodder? 
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Miller & Rhoads tells 


ter story. 
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ideas for parties next month, but gressional committees with evidence 


considering all the evil 


abroad in the world, maybe the best 
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Good news for B. Barton: Mil- | only meet the approval of indepen-| Howard Newspapers, is chairman of a press-radio cooperation commit- 
lions of copies of the Bible are be-| dent purchasing offices for each’| tee. Copy plans are being coordinated with activities of the Advertis- line 
ing distributed to soldiers and sail- | service and the principal wings of ing Council War production plants have been asked by President 5.000 mile limit: 
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ime high. Congressional scrutiny. voluntary conservation and ration- 
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In increasing numbers, 
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Inc AGE will soon be promoting a Ad-libbing 12 afternoon in a half-hour program over 127 stations of the Blue etwork, The committee report came close 
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to $6,500 in research and planning Photographic Review 47 MacFarland, Aveyard & Co. as its agency, it was announced here today. board of Phillips Petroleum Com- 
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© reduce your income tax. sate a 1 exponents of educational insurance advertising, the company plans an | tee, declared that the “job of sup- 
Copy Cus Velen of the Advertiser 20 ' extensive campaign in national magazines, beginning in December. plying the Eastern market can be 
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“Our store life is an open book,” 


newspaper readers. But it’s a wise 
department store that can be sure 
it knows all of its behind-the-coun- 


The National Hallowe’en Com- prove loopholes to individual con- 


‘hoid Marvs of ideas. But un-| Vertising and publishing fields, per- 
fo: tunately ~ lot of folks are stil} | haps undue anxiety, has been caused 
extremely hard to inoculate by the basic rule that advertising 
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Company Heads See 


Bank’s Customers No Reason to Drop 
Wartime Ad Themes 
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_ Policy Statement | 
| to Clarify Stand; | 


been in- 


Washington, D. C., Sept. 11.— 


toward advertising as a cost of busi-| That question, plus normal human curi- . ‘ | await action while groundwork i 
ness. | osity, ts drawing heavy public response Cleveland, Sept. 10.—When a man | being done. m s 

Deeply concerned over opinion to the campaign just launched by Ethyl bites a dog that’s news, but when | 
prevalent in the advertising indus- Corp., built around a breezy booklet, a bank expresses concern because | Chicago, Sept. 11.—Still stunned 
remarked | try that procurement and purchas- What's in a name?" which is featured some of its clients may be thinking | by the sudden impact of impending 


expenditures during wartime, ana | nation, oil company executives haz- 


boards are hostile to advertising and Cia . on . , - 
urges its officers and contact men to | arded few guesses today concerning 


Group. advertising news here this week 
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| eee = at “ay 5 Sheastainn circulated a two-page memorandum | recommended to President Roose- 
|ing policy statement on ¢ s 


‘ost allow: ‘ 'Wh +' . N ? to all officers and contact men, _velt yesterday by his special rubher 
(oS ats ina ame pointing out the importance of con- | committee as the “only” means of 
Actually the men who determine 


' > risa tinued advertising during the pres-| averting “both military and civilian 
price and accounting policy in the | Keys Copy Theme ent emergency, and urging the bank | collapse” due to the rubber short- 
deals this | eres tre largely reserve officers) jn Magazines | officials to make sure that all cus-| age. 


drawn from key executive posts in| tomers who might be thinking of 

industry—men who are not hostile | New York, Sept. 10.—Finding reducing their budgets be advised of Pushes Synthetic Rubber 
to advertising, but who realize its itself in the dilemma that has faced | the facts. 
importance as a stimulating force in| 44. another advertiser whose| The National City Bank of Cleve- | 
a healthy economy, and the impor- trade 
tance of a healthy economy as a 
motor oil | cornerstone of armed strength. 


The committee, composed of Ber- 


. ; nard M. Baruch, chairman, James 
» name has been so effectively | !and is Cleveland’s oldest bank,| Rp Conant and Karl T. Compton, 


promoted as to become virtually a having been founded in 1845, and is urged expansion of the present syn- 
generic term in the public mind, | the second largest bank in this city,| thetic rubber program from 705,000 


meaning and significance of its| headed “The Dangers of Discon-| program until late in 1943, when 


straight product advertising as its “Advertising is, in no small part, rubber program, the committee rec- 
primary task and its expenditures,|responsible for building up the| ommended placing full control of 
, involving an estimated $750,000 in | business of this country over @4| rubber under a rubber administra- 
tional defense program, headed by }94) and slightly more the previous | period of many decades. Now that) tor to be appointed by WPB Chair- 
Sen. Harry S. Truman, of Missouri. | year, have been devoted chiefly to| many companies have but one cus-|man Donald M. Nelson. The de- 

The Army and Navy and the (Continued on Page 44) (Continued on Page 43) velopment of the synthetic program 
| Maritime Commission are reluctant would be centered under Petroleum 
to make any broad rulings that may Coordinator Harold Ickes. Con- 


: 4 servi steps s sted were: 
lot of cute tractors that would furnish the Con- Last Minute News Flashes servation steps suggested were 


A nationwide passenger and truck 
speed limit of 35 mph. to extend 
the life of present tires by 40 per 
in the conduct of the war. New York, Sept. 11.—National advertisers are expected to utilize cent; limiting car owners to an 

Thus any broad rulings on the al- | wartime accident prevention as a copy theme on an extended scale, it average of 5,000 miles of “essential” 
| lowability of advertising expendi-| was indicated today with inauguration of the National Safety Council’s driving: release of thiokol, re- 
tures as costs of business must not war production fund to save manpower W. G. Chandler, Scripps- claimed rubber. and some crude 
rubber for recapping; a new gaso- 
rationing system, based on the 
extension of ra- 


. | George of Georgia, and the special 
Richmond committee to investigate the na- 


spirits now | for charges of profiteering or waste To Push Accident Prevention as Copy Theme 


Treasury Ruling Cited 


says the 
A great deal of anxiety in the ad- 


New York, Sept. 11.—Effective Oct. 1, Ted Bates, Inc., will handle 
are regular 


another major segment of Colgate-Palmolive-Peet Company advertis- 

ing, the Palmolive soap account. Estimated expenditures for this prod- President Roosevelt said he would 
uct last year were $2,500,000 in newspapers, magazines and network | put the recommendations into effect 
radio. Only Super Suds, with a budget of $3,000,000, exceeded Palm- | as rapidly as arrangements could be 


To Take Several Weeks 


to sell goods is an inadmissible item 


viteeanis s Chicago, Sept. 11.—The presentation of the Army-Navy “E” award to a ‘ age Togs diiieiin 
pernape tn DIRECTORY OF FEATURES the Bauer & Black division of Kendall Company was broadcast this Horton, deputy price administrator, 
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done without rationing in the Mid- 
west, and is being done.” 

Sinilarly, he reported that gaso- 
line consumption in the Midwest 
area was on the wane, and had 
dropped an indicated average of 19 
per cent in July, compared with 
1941 consumption for the same 
month. This figure was based on 
reports from company-owned and 
dealer-operated stations. 

Oil officials here were generally 
inclined to accept Mr. Phillips’ 


statement as the closest estimate of 
the decline of gasoline sales in non- 
rationed areas. All agreed that 
gasoline sales had dropped consider- | 
ably and this decline in sales was | 
interpreted as a sign of voluntary 
rationing. “You can look at it this 
way,” one official said. “Before this 
we had voluntary rationing. Now 
the big stick has swung—and we 
have compulsory rationing. That’s 
all there is to it.” 

It was generally believed that the 
proposed rationing—even though 
generous compared with amounts 
now granted in Eastern areas—will 
be the signal for a number of filling 
stations to give up the ghost. Brad- 
ley M. Provis, president of the 
Gasoline Retailers Association of 
Metropolitan Chicago, asserted to- 
day that the imposition of rationing 
would eliminate 300 or 400 filling | 


stations in this area. He declared 


that of the 2,000 filling stations in| 


business here in January, 500 had 
already closed their doors. 

A bizarre sidelight is the urgency 
with which Office of Defense Trans- 
portation officials pressed the oil in- 
dustry to support the Truck Con- 
servation Corps program here only 
a few weeks ago. 
ODT officials emphasized the impor- 
tance of the oil industry, 
“We need you because you are the 
only companies with a dealer or- 
ganization comparatively intact.” 

Credit Other Influences 

Petroleum men were generally 

cautious in talking about the num- 


ber of outlets which actually have 
been boarded up. One recalled that 


other influences besides ‘voluntary | 
rationing” and proposed compulsory | 


rationing may have been responsi- 
ble, such as the draft and lucrative 
war industry jobs. 

Asked to comment on the relative 
comparison between the proposed 
5,000-mile limit and average per 
vehicle mileage in normal times, 
one official called the new ceiling 
figure “somewhat less.” Another 
petroleum executive asserted that 
peacetime average mileage was 
somewhere between 8,000 and 9,000 
miles, with gasoline consumption 


At that time, | 


saying 


| between 600 and 700 gallons. 
Repeatedly, however, the officials 
| reminded that the 5,000-mile ceiling 
| does not actually mean that any car 
owner may have that much driving. 
| The 5,000-mile limit is to be per- 
| mitted only “‘for necessary driving,” 
|}and official interpretation of what 
| ‘necessary driving” is may make a 
big difference in the oil rationing 
picture. 

The average mileage is now 6,700, 
according to one source, while the 
| prewar figure was 9,000 miles. The 
new schedule was interpreted to 
|mean that less essential drivers 
would probably be permitted much 
less than 5,000, essential drivers 


more than the “average maximum.” | 


The committee’s recommendation 
that compulsory periodic tire exam- 
ination be instituted falls neatly 
into line with the petroleum in- 
dustry’s own promotional cam- 
paigns. Both Cities Service and 
Pure Oil Company, to mention only 
two, have advertised their tire-life 
gauging equipment extensively, as 
well as various rubber conservation 
ideas they have developed for their 
service men. 

Since early in the year, most oil 
company advertising has dwelt 
heavily on car conservation. Stand- 
ard Oil Company of Indiana, for 
example, began advertising its sta- 
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As you were, gentlemen . . 


is concerned, there is no time to let your com- 


pany halt. Sound sales strategy calls for an 


. where advertising 


all-out offensive in this wealthier-than-ever Mid- 


western sector. 


choosing your task force, remember that KMBC 
is “9 Ways the Winner” hereabouts. In this area, 
it’s the only basic station of CBS—by surveys, 


Kansas City’s favorite network. KMBC is first in 


In mapping your attack and 


public service—well ahead in production and 


program promotion. KMBC leads in Kansas City 


listeners more often than any other station—and 


carries a larger volume of national spot business 


than any of its competitors. 


sales to go over the top instead of A.W.O.L.— 


just give KMBC a command. 


If you want your 


We'll lay down a 


barrage of promotion behind which you can 


advance straight to your objective. 
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tions as Standard Oil Car Con- 
| servation Headquarters early in the 
spring, and then shifted during the 
summer to emphasis on tire con- 
servation, because the company 
glimpsed the rubber shortage as be- 
| ing the most likely reason for gaso- 
line restrictions. During the summer 
/months, motorists were reminded 
| by Standard that high speeds and 
'hot roads were torment for tires, 
that tire deterioration occurred 
|much more rapidly in summer than 
in winter. 
paign set to break shortly which 
would have preached battery con- 
servation, timed to break with the 
|advent of cold weather in its terri- 
tory. 

Proof of the oil industry’s gen- 
eral appreciation of the necessity 
of conservation advertising is the 
campaign of the American Petro- 
leum Institute. Both in API’s ad- 
vertising and in that of member 
companies, the twin slogans, “Care 
for your car for your country,” and 
“Oil is ammunition—use it wisely,” 
have been hammered home. 


Transit Load Heavier 


Another facet of the gasoline 
rationing situation was revealed by 
the American Transit Association, 
here for its annual meeting. Charles 
Gordon, managing director of the 
association, said rationing would in- 
|crease transit volume about 9 per 
(cent over current peak levels in 
'metropolitan centers and about 20 
per cent in smaller cities. 

In Washington, the rubber com- 
mittee urged that private industry 
be permitted to exercise “the fullest 


competition and initiative” in furth- | 


ering the synthetic rubber program. 
The Office of War Information will 
shortly institute a nationwide pub- 
licity campaign, prepared by its 
bureau of campaigns, to educate the 
public on the conservation meas- 
| ures. 

Advertising, if any, will be done 
by the petroleum and rubber indus- 
| tries, the petroleum industry opera- 
tion under a “green light” from 
'Coordinator Ickes. 


Asks Data on 
Ways of Saving 
Business Concerns 


Washington, D. C., Sept. 11.— 
Sen. James E. Murray, chairman 
of the Senate committee on small 
business, today addressed a ques- 
tionnaire to 346 trade associations, 
asking them to submit to the com- 
nittee, before its hearings begin 
Sept. 28, “constructive suggestions” 
to help avert impending destruction 
of many retail and wholesale con- 
cerns. 

The questionnaire asked for sug- 
gestions relative to legislation or 
administration by federal agencies 
governing loans, adjustment of obli- 
gations, liquidation of stocks, rent 
control, price control, training of 
displaced retailers for other jobs, 
substitute products, inventory con- 
trol, rationing to retailers and con- 
| sumers, control of new competition, 
standardization, simplification, and 
reduction of distribution costs. 


Senator Murray said that the 
committee “is now determined to 
direct its most intensive efforts 


toward solution of the vital issues 
confronting retailers and whole- 
salers.” 


Remington Adds Account 

American Bosch Corporation, 
Springfield, Mass., manufacturer of 
magnetos and Diesel fuel injection 
equipment, has appointed Wm. B. 
Remington, Inc., Springfield, to di- 
rect its advertising. 


Standard had a cam-| 


ee 


Unfrozen Freezers 
Are Already Sold, 


Trade Believes 


| Washington, D. C., Sept. 10 — 
| While government sources antici- 
pated that release of 100,000 me- 
chanical refrigerators might cause a 
temporary spurt in sales and adver- 
| tising activity in the industry, trade 
|sources checked by ADVERTISING A 


| here and in other parts of the co, 
try indicated that the order \ 
welcome, but could not be expected 
to create any major promotion: | 
activity. 

The WPB released 50,000 larg: 
size models in the hands of deale: 
and distributors, and another 50,00) 
in manufacturers’ stocks. Th: 
models released cover both electri 
and gas refrigerators, but kerosene 
operated boxes are not released by) 
the order, since only about 14,000 
of these latter models are now being 
turned out by Servel, and all ar 
earmarked for government agencie 
They are stripped models and bea: 
no trademark or name plate. No 
other mechanical refrigerators are 
now being manufactured. 

Manufacturers pointed out tha’ 
while 100,000 refrigerators sound 
like a very large number, it i: 
actually less than 4 per cent of 
“normal” year’s volume, and is th: 
rough equivalent of a single week’ 
sales in April, 1941. Dealers already 
have far more than this numbe: 
“spoken for,” they say, and conse 
quently no promotion, except fo: 
|possible isolated retail copy, i: 
needed or can be expected. 
| Release of the boxes, which have 
| been frozen since Feb. 14, will do 
|much to place the industry, and 
especially dealers and distributors, 
on a sounder financial basis, and 
| may prove of real value in enabling 
many to stay in business, trade 
sources say. 


20th Century-Fox 
Plans Heaviest 
Drive in History 


Los Angeles, Sept. 10.—Twentieth 
Century-Fox Film Corporation will 
spend more to advertise its 1942-43 
crop of pictures than ever before in 
the studio’s history, Hal Horne, New 
York executive of the company, told 
a two-day convention of Western 
sales division managers here this 
week. 

Although not disclosing any de- 
tails of the promotion, Mr. Horne 
told the managers that they would 
see more column inches of Twen- 
tieth Century-Fox advertising than 
in any previous campaign and that 
as in the past, the studio will con- 
tinue to rely principally on news 
papers. 

From 48 to 52 feature films will 
be produced during the current 
season, provided the proposed film 
conservation program does not limit 
the studio’s film supply too severely, 
he said. 

It was also announced by Spyro 
Skouras, president of the corpora 
jtion, that Will Goetz would be 
charge of studio operations, assun 
ing Darryl Zanuck’s responsibiliti: 
|for the duration. Mr. Zanuck’s p: 
of vice-president in charge of p! 
|duction will be held for his retu 
| 


Quinn Joins Delco 


Stewart H. Quinn, son of the |: ‘te 
Ralph Quinn, general manager °! 
the Cincinnati Enquirer, has ben 
appointed head of the public re °- 
tions department of the new N 
wood, O., branch of the Ds 
Products Company. 
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ADVERTISING AGE 


THE MAGIC of irrigation has transformed Arizona. 


Water is always “on order.” Now agriculture flourishes 
in the state’s fourteen counties. Crops in 1941 had an 
estimated value of two-thirds of 100 MILLION 
dollars. Such a fount of prosperity, combined with 
war activities, makes Arizona’s industries hum, increases 
development of natural resources, and brings additional 
population to this “gold nugget of western markets’ --- 
ranked SECOND largest Army Air Corps Training 
center in the United States. Yes, Phoenix, Arizona, 
with 35% more population than a decade ago, stands at 
the top of the list--- THIRD in per capita retail sales 
among the first 200 cities of the nation! It continues to 
offer opportunities to advertisers who know that sales are 
made and impressions are more lasting, where there are 


MORE people with MORE spendable income. No, 


Arizona isn’t “dry” any more! 
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BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co 
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ES, indeed! The United 


States Army once used 
camels in Arizona to cover the 
then dry, arid country. But while 
the dromedaries were fast, cav- 
alrymen could not pack them 
and got more walking than rid- 
ing in trying to catch the animals 
each morning. 


Nowadays it’s not hard to “cov- 

’ Arizona when you have an 
advertising job to do. Two tested 
media available. —Phoenix 
Republic and Gazette, largest 
morning and evening circulation 
in its history, 66,168 — KTAR, 
now in its 21st year, 5,000 watts 
day and night. 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Company 
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4 ADVERTISING AGE 
First public announcement of the | the Home Library and the Triangle 

Woolworth expansion in this direc- | fiction reprints. mre 
tion takes the form of a back page| Aside from its significance as a 


Magazine Copy fo 
in color in the Sept. 13 issue of| possible forerunner of additional 
H ld W | th |The American Weekly, marking the | Woolworth advertising in national 
eld 00 wor chain’s first appearance in a na- | media, the book ad also represents 
| message introduces a “New Home|by Doubleday, Doran & Co., pub- 
Library,” comprising “books for|lisher of both the Home Library 
i av jects inc “his- | gar as leading mass mer- 
(Picture on Page 47) ,a volume. Subjects include “his | garded is the 
. | tory, science, mathematics, psychol-|chandiser of books, Doubleday, 


tional magazine in many years. The|an important merchandising move 

Book Promotion 
| every purpose,” selling at 69 cents | and Triangle lines. Generally re- 
New York, Sept. 10.—With syndi- | ogy, music, practical handbooks,| Doran has now acquired thousands 


cate store counters due to reflect | game books, books to save you time |of additional retail outlets for the | 


merchandise shortages at an accel-| and money.” 
erated pace in the immediate future, | : 
F. W. Woolworth Company this | Plugs 49-Cent Line, Too cate stores will also stock the Home 
week offered a glimpse of what it; Copy also mentions the Triangle | Library list soon, along with depart- 
is doing to keep its bins well stocked | fiction line at 49 cents a volume, |ment stores in cities throughout the 
by plunging into the promotion of | which the chain has been carrying | country. 

books on a scale greater than ever! for some time. A coupon offers an| Long an exponent of cooperative 
before. ‘illustrated catalog covering both! advertising, Doubleday, Doran last 


lnew 69-cent volumes and _ indica- 
tions are that other leading syndi- 
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year spent an estimated $300,000 in ent advertiser in major media. The 


newspapers and magazines in pro- 
moting its Blue Ribbon, Crime Club, 
One Dollar Book Club, Garden City 
reprints and Nelson Doubleday 
llines. Although carrying only the 


Woolworth signature, the $20,000 | 


insertion in The American Weekly 
is part of Doubleday, Doran’s coop- 
/erative promotion policy, and exten- 
sive space in newspapers to be 
placed soon by leading department 
| stores also fits into this category. 
The Woolworth copy, placed by 
Lynn Baker Company, is the chain’s 
| first national magazine ad since the 
appearance of a Christmas gift page 
in The Saturday Evening Post about 
ten years ago. Although from time 
to time newspapers have been used 
'to herald the opening of new stores, 
| Woolworth has not been a consist- 


“Now the smart money's 


on FARM JOURNAL 


— 


Big things are happening in farm-field 
advertising. FARM JOURNAL'S hot! 
Fast-shifting war conditions have 
spotlighted its 4-days-from-editor-to- 
reader schedule—made FARM JOUR- 
NAL the most important thing in the 
mailbox today. No wonder we've had 
442,924 subscription orders in the 


them direct to publisher! No 


FARM JOURNAL. 


FARM 
JOURNAL 


first six months of '42—215,942 of 


wonder 


advertisers are flocking into our Fall 
issues! The swing in the field is to 


Graham Patterson, Publisher, Washington Sq., Philadelphia 


OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE—OVER 2,600,000 NET PAID 


chain attracted attention in Decem- 
|ber, 1940, by sponsoring a series of 
pre-Christmas one-minute spot a; 
/nouncements over 75 stations in t 
|East and Midwest, also throus} 


|Lynn Baker Company. Aside f; 
these special activities, Woolwo 
copy appeared regularly only 
Tower Magazines, during the b: 
span of that ill-fated project. 
Indications are that the Ho; 
Library will be given heavy pron 
tion by Doubleday, Doran in tra 
media, in an effort to line up sg: 
more retail outlets. Schwab 
Beatty is the publisher’s agency 


Fall Radio Drive 
for Coffee to 
Plug Conservation 


New York, Sept. 9.—Pan Ame: 
ran Coffee Bureau will plug coffee 
conservation via radio as well 
1ewspapers this fall, it was learne 4 
here today. 

Scheduled to start next week, th: 


radio drive will consist of partic 

pations on daytime home economi: 
programs over 30 stations fron 
coast to coast. The announcement 
will be aired three to five time 
weekly for a 13-week period 
Martha Deane’s hour will be used 
on WOR in New York, while th: 
“Marjorie Mills Hour” will car: 

the bureau’s message to New Eng 
land listeners. 

First hint of Pan American Coffe: 
Bureau’s fall campaign theme wa 
contained in a one-time ad placed 
in the Hartford Times a few week 
ago. (ADVERTISING AGE, Aug. 17 
The copy assured consumers that 
“despite import curtailments, there 
is still enough for all of us to 
enjoy,” and called attention to pack- 
aging changes. 

The radio participations to be 


launched next week will emphasize 


this same theme and give actual! 
facts concerning the current coffee 


| situation, rather than urge the 
|consumption of more or less coffee. 


An institutional iced coffee cam- 
paign consisting of 20 spots a week 
over 16 stations has just been com- 
pleted by the bureau. J. M. Mathes, 
Inc., was recently named agency. 


Bolton Heads ODT 
Campaigns Section 


Paul H. Bolton, president of 
The Bolton Advertising Company, 
Youngstown, O., has been named 
chief of the campaigns section, divi- 
‘sion of information, for the Office 
of Defense Transportation, Wash- 
ington, D. C. 

He will serve as liaison with War 
Information Board on all publicity 
campaigns involving U. S. Truck 
Conservation Corps, “Share-the- 
Ride,” retail deliveries, passenger 
travel, auto and tire conservation, 
etc. 

Mr. Bolton has spent much time 
|in Washington during the past year, 
| serving as chairman of the victory 
publicity committee of the Interna- 
| tional Affiliation of Sales & Adver- 
| tising Clubs. 
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UR NATION HAS ENE- 
MIES. The military master minds 
of these Enemies know a great deal 
about American economic resources. They know that ours is 
a country of amazing industrial genius abundantly capable of 
delivering on the President's promise to make the U. S. A. the 
arsenal of democracy. 

Planes, tanks, guns, ships—and how many other things do 
you need to win the war? All will be forthcoming—and in a 


raging torrent such as no one has ever witnessed before. 


Yes, the Enemies in their scheming and murderous men- 


talities know. And in their envy-rotted hearts they know, too. 


But there is another truth—a truth that challenges and defies 
all their plots and strategies—which the Enemies have not yet 
realized. Whatever they may know of the U.S. A. as the arsenal 
of democracy, they know nothing—nothing—of the fortresses 
of democracy. 


- + 


These fortresses are the homes of the nation. Homes that have 
flourished under the freedom flag, the Stars and Stripes. Homes 
that stand as testimony to the love of family, ambition, fruitful 
labor and moral decency which perpetuate the American ideal 
as the most dynamic force in the world. 

Now these millions of fortress-homes are arming. Machine- 
guns on the front lawn? No. Filling cellars with rifles and 
ammunition? No. 

Yet arming, nevertheless! Our fireside-fortresses are not 
arming with firearms, they are arming with resolution. A single 
and unified resolution which declares: “No invader shall put 
foot across our threshold!” 

* * & 


The Enemies are much concerned with what the Big White 


ITS PLACE IN THE HOME 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
NEW YORK OFFICE: 9 Rockefeller Plaza 


es a = lve no place like home!” 


ax vas La aes - 


House in Washington thinks, feels 
and plans to do. They have not 

awakened yet to their peril which 
lies in what countless little white houses in America think, feel 
and plan to do. 

The Enemies are watchful of what No. 10 Downing Street 
in London thinks, feels and plans to do. They cannot conceive 
—not yet—that their fate may be written by what No. 10 
Addison Street thinks, feels and plans to do. 

And No. 10 Lincoln Boulevard. And No. 10 Ardmore 
Avenue. And No. 10 Willow Lane. And all the millions of 
fortress-homes in all the home streets of America from the 
Atlantic to the Pacific. 


How these homes are arming is beyond the comprehension of 
the Enemies. It is a spiritual arming. Having cast out spirit- 
uality the Enemies cannot begin to reckon its power. With 
the bloat and gloat of conquest in their souls how can they 
measure its might? 

Determination to sacrifice—that is both the weapon and 


the shield of the fortress-homes of our country. 


They are giving their sons to battle. They are giving their 


earnings and savings. And they are resolved to give more 
and MORE. 


To safeguard the homes they have created, they will sacrifice 


and more 


without end and without protest. The fervor of their home 
devotion is the fervor to fight. 

Some day the Enemies will face the awesome force of these 
. But the 


knowing will come too late and will not comfort them. 


fortress-homes of America. Then they will know. . . 


THE CHICAGO DAILY NEWS 


sit> FOR 66 YEARS CHICAGO’S HOME NEWSPAPER Psy geste 
IS ONE OF RESPECT AND TRUST vie, 


DETROIT OFFICE: 7-218 General Motors Building 
SAN FRANCISCO OFFICE: Hobart Building 
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Federal Controls 
Over Distribution 
Increase Steadily 


Agencies Tighten 
Hold on Turnover, 
Labeling, Trucking 


Washington, D. C., Sept. 10.—Con- 
stantly tightening governmental 
controls over distribution and mer- 
chandising appear inevitable as the 
national economy approaches more 
closely the total war pattern. 


week, however, there was no ap- 
parent disposition to “crack down” 
on business. Rather, there was ex- 
pressed determination to let busi- 
ness adjust itself voluntarily, before 
governmental controls are brought 
fully into play. 
Inventory Order Issued 

Donald M. Nelson, WPB chair- 
man, over the weekend announced 
a sweeping plan to regulate the in- 
ventories of finished civilian goods 


in the hands of wholesalers and re- | 


tailers. The program, Mr. Nelson 
said, will contribute towards an 
equitable distribution of inventories 
throughout the country, and can be 
accomplished through sound mer- 
chandising operations without un- 
necessary hardship or difficulties. 
The WPB plan, instead of setting 


The War Production Board, the| arbitrary yardsticks for inventory 
Office of Price Administration, and | and turnover, established a formula 
the Office of Defense Transportation by which each wholesaler and re- 

the three agencies most closely | tailer can determine his own “nor- 
concerned with marketing—all laid | mal” inventory, and set up a 90 day 


the groundwork for more 
controls over the civilian economy 
this week. 


And Congress, challenged by | obviating the necessity for formal 


President Roosevelt’s Labor Day in- 
flation message and fireside chat, 


turned to plug the three major loop- | 


holes in the anti-inflation program, 
wages, farm prices and taxation. 
In the moves announced this 


fa “normal 


rigid | “limitation period” in which busi- 


ness could bring its stocks into line 
with normal inventories, possibly 


government policing. 

Steps in the WPB plan are: 

1. *The issuance of a forthcoming | 
order requiring quarterly inventory | 
and sales reports, accompanied by 
inventory” statement, 


| from all manufacturers, wholesal- 
ers and merchants with total annual 
sales exceeding $100,000, or with 


inventories on Sept. 30 which ex-| 


|ceed $25,000, with certain exemp- 
| tions. 

“Normal inventory” would be the 
| same ratio of total stock to current 
|sales as stock bore to sales in the 


corresponding quarter of the years | 


1939-40-41, averaged. 


Many Businesses Exempt 


Exempted from filing inventory 
'and sales reports, regardless of size 
|or volume, would be merchants pri- 
|marily engaged in the food busi- 
lness, eating and drinking places, 
second-hand stores, florist shops, 
antique shops, service establish- 
|ments, steel or other raw material 
warehouses, dealers in motor 
{vehicles or replacement parts, hay, 
Brain and feed stores, farm imple- 
;}ment dealers, and merchants han- 
| dling fuel oil, coal, and other kinds 
‘of fuel; manufacturers of food 
products, agricultural implements, 


prom ged vehicles or replacement parts, 


and refiners or processors of petrol- 
|eum products. Included in this 
| group are several of the advertising 
classifications normally largest in 
total billing. 

2. Development of a second, for- 
mal control order, for possible use 
if analysis of these reports discloses 


x+ The Toledo Blade has 


more complete coverage of 
its market than any other 
daily newspaper published 


in the 4 largest cities in Ohio. 


Busy indust 
agricultural 
Toledo area 


RETAIL TRADING 
AREA 


~,< 
VALUE 


MARKET 


BLE 


Industry and Agriculture 


rial Toledo plus its rich surrounding 
trading area (richest in Ohio) make the 
Ohio's truly DOUBLE-VALUE market. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY 


PAUL BLOCK AND 


ASSOCIATES 


— 


| the need for formal control and en- 
forcement to maintain “normal” in- 
ventories. Such an order, if found 
|necessary, would be issued about 
the first of the year, unless the in- 
formation collated in the quarterly 
sales and inventory reports 
cated that sufficient progress had 
been made by voluntary action to 
make formal control unnecessary. 
A third phase of the program, 
,}deemed necessary to prevent “hid- 
den 
tween manufacturers, wholesalers 
and retailers, would be similar re- 
ports, and possibly controls, from 


manufacturers of finished civilian 
| goods. 
Although couched in mild lan- 


| guage, the WPB plan is in effect as 
forceful a warning to businessmen 
to avoid hoarding, and to place their 
own affairs in order, as was Presi- 
dent Roosevelt’s “You do it or I 
| will” message to Congress on infla- 
tion. 

| The inventory regulation plan was 
developed by a special committee 
headed by Joseph L. Weiner, deputy 
director of the Office of Civilian 
Supply, which consulted more than 
200 merchants and manufacturers 
throughout the country, and studied 
letters on the subject from hundreds 
more. 

The Office of Defense Transporta- 
tion this week took full control over 
virtually all trucks, buses, taxicabs 
and other commercial vehicles in a 
drastic move to conserve equipment, 
gasoline, tires, and replacement 
parts. 

ODT Director Joseph B. Eastman 
issued an order, effective Nov. 15, 
requiring every commercial vehicle, 
with minor exceptions, to carry a 


certificate of war necessity. By 
arrangement between ODT and 
OPA, no gasoline, parts, tires, or 


tubes may be furnished to any op- 
erator affected by the order, unless 
the operator or driver presents a 
certificate, or signs a receipt show- 
ing the number of the certificate 
covering the purchase. The order 
further requires inspection of tires 
at every 5,000 miles, or at the end 
of each 60-day period, whichever 
occurs first, and prohibits the con- 
tinued use of the vehicle unless an 
OPA-designated agency has certi- 
fied all reasonably necessary adjust- 
ments, repairs, and replacements to 
insure conservation and _ utiliza- 
tion of the vehicle have been made. 
Also required under the order are 
weekly records of all operations, to 
be made available when required, 
to ODT. 


Cross-Hauling Still Unsettled 


Although immediate regulations 
ot trucks will be no more severe 
than those already announced by 


ODT and OPA, the licensing pro- 


vision will enable the government 
to withdraw from active use any 
vehicles in what may later be 


deemed non-essential services. An- 
other effect will be to establish 
“mileage rationing” in the Midwest 
and other territories not now sub- 
ject to gasoline rationing. 

Although there have been discus- 
sions of orders to eliminate “cross- 
hauling” on railroads and trucking 
lines by zoning the marketing areas 


indi- | 


inventory arrangements” be-| 


of various commodities between 
widely separated competitors, no 
action has yet been taken by ODT 
along this line. 


OPA Moves on Quality Front 


Leon Henderson, OPA adminis- 
|trator, announced the launching 

a drive on hidden price increases 
that result from debasement 
quality, use of inferior materia! 
‘and “skimping” on measurement 
|}and workmanship, early this week 

To this end Mr. Henderson h 
created a standards division of OPA 
which will provide OPA operating: 
divisions with technical assistanc 
in developing specific standards f{; 
inclusion in all OPA regulation 
where quality of product is a fac 
tor. These standards, which must b: 
met if the commodity or product j 
to command the applicable maxi- 
|mum price, will include definition 
| of quality, 4nd may require goods 
to be identified and labeled accord 
| ingly. 

The OPA standards division wi! 
work with “qualified” standardiz 
ing groups outside the government 
as well as the Bureau of Standards 
,the Department of Agriculture, th: 
| standards division of the WPB, an 
other government agencies. 
|, Dexter M. Keezer, deputy OPA 
j}administrator in charge of genera! 
services, will direct the OPA stand- 
lards division initially, with Willis 
|S. MacLeod as chief of technica] 
|operations, and Dickson Reck as 
senior technical associate. 

Mr. Keezer has been president o! 
Reed College, Portland, Ore., since 
1934, and served as executive direc- 
tor of the consumer advisory board 
of NRA. Mr. MacLeod served with 
Standard Oil Company of New 
Jersey for 16 years, while Mr. Reck 
was a lecturer at Wharton School oi 
Finance of the University of Penn- 
sylvania. 

The new division, according to 
Mr. Henderson, will protect con- 
sumers from concealed quality 
changes, misbranding, and upgrad- 
ing. 


(Dr. Frank Stanton 
Named Columbia V. P. 


Dr. Frank N. Stanton, formerly 
director of research for the Colum- 
bia Broadcasting System, has been 
|}elected a vice-president of the net- 
work by the board of directors. 

No basic change has been made 
in Dr. Stanton’s duties, the network 
said, which have encompassed pro- 
motion as well as research since 
Victor Ratner resigned to join Lord 
& Thomas in May of last year. Dr 
Stanton is now ‘serving as a con- 
sultant, three days a week, with the 
Office of War Information and the 
War Department in Washington. 


Asks Ban on Flag 
in Advertising 


Use of a flag, flag picture or ans 
reproduction of the national em- 
blem on any article of merchandise 
would be banned under terms of a 
bill introduced in the Senate las! 
week by Sen. Guy M. Gillette ot 
Iowa. 

The measure would prohibit the 
use of any advertising on the flag o1 
a reproduction, and the printing o! 
the flag on any goods as a trade 
mark. 


put your product “right 
provide on easy way 


CHICAGO 


“JUMBLE” 


M-W “JUMBLE” Merchandise Display Baskets literally 


BASKETS | 


into the buyer's hands.” They 
for customers to handle and 


examine — and to buy — merchandise which otherwise 

\ might escope their attention. 

\ turnover of your product at the point of purchase. 
ASK TO SEE ONE—CALL TELEPHONE OR WRITE—NO OBLIGATION 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 S. Wabash Avenue « Phone CAlumet 7200 
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WE men of peace 


-o MAKE WAR! 


Copyright 1942 Homer J. Whitcomb 


HE fighting really began some half million 

years ago when one of our anthropoid ancestors 

discovered that he could grasp a stick between 
thumb and fingers and use it to bash the skull of his 
rival for a desirable female across the valley. Thereto- 
fore primeval men, in common with the beasts, had 
fought with the weapons nature gave them. The in- 
vention of the war club was momentous. It provided 
a means of killing without physical contact. It fostered 
thought and the invention of better tools, and these in 
turn led to more war. Glamour came to the warrior, 
and fighting became a profession. 

Thru all recorded history rapacious leaders have 
placed the most efficient weapons of their time in the 
hands of fighting men and used the power of destruc- 
tion to conquer, rob, and enslave. Hence, most of the 
human race for the past five thousand years has been 
deprived of its birthright. Mankind has not been free. 

As Lincoln said so well at Gettysburg, ‘Four 
score and seven years ago our fathers brought forth on 
this continent a new nation, conceived in Liberty, and 
dedicated to the proposition that all men are created 
equal”. We had experienced the benefits of Liberty 
and peace and we knew that war, except in self de- 
fense, did not pay. Our government is a people’s gov- 
ernment, and no ambitious individual could lead us 
into a war of conquest. 

At the quarter period of the nineteenth century 
the nations of South America fought, won their free- 
dom, and established representative government. 
Other nations in other lands founded similar self- 
governments, and all have sought to live in peace. 
The world seemed to be on its way to that Utopia 
where all might enjoy life, Liberty, and the right to 
pursue happiness. 


We of America have been so enamored of the 
fruits of peace that we have been blind to threats of 
conquest. Thru the past decade we viewed with indif- 
ference vast preparations for war on other continents. 
We witnessed undisturbed the conquest of Manchuria, 
Ethiopia, Czecho-Slovakia, Poland, and the invasion 
of China. Came the subjugation of western Europe 
and we were but slightly aroused. The attack on Pearl 
Harbor brought us up sharply. At last we became 
aware of our danger and conscious of our responsibility. 

Now we, the one hundred and thirty two million 
people of this nation, together with the other united 
nations, dedicate ourselves to complete defeat of the 
three world enemies. 

The genius of our engineers is unsurpassed, the 
skill of our mechanics is unmatched, and the un- 
trammeled spirit of American manhood is beyond the 
ken of the despots of Europe and Asia. We men of 
peace make war! Sprung from the loins of Liberty, 
inspired by the most righteous cause of all time, ra- 
tioned and armed with the best that the world pro- 
vides, we go forth over land and sea to vanquish the 
pawns of the tyrants. The Germans will die for Hitler, 
the Japanese will die for the Emperor, but the free 
men of America shall triumph for the Liberty of 
mankind. 

When the last Axis soldier has laid down his 
weapons and peace comes to the world, God grant that 
we may have the wisdom to take our place in the 
Councils of a World Community of Governments-by- 
the-People, to make certain thru concerted forceful 
action, that no ruthless Hitler of the future shall be 
permitted to arm his misguided subjects and make war 
on his neighbors or the world. 
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September 14, 1942 


Vigorous Protest 
Greets Latest AFM 
Transcription Ban 


New York, Sept. 10.—Advertisers 
and broadcasters reacted vigorously 
this week to the new decree of 
James C. Petrillo, president of the 
American Federation of Musicians, 
banning transcriptions prepared for 
one-time use, and heretofore specifi- 
cally eliminated from the general 
transcription crackdown that went 
into effect Aug. 1. 

The latest rumblings in the 
heated controversy were regarded 
as the prelude to the bigger show 


scheduled to open on two fronts 
—the Senate _ investigation of 
Mr. Petrillo and his works, in 


Washington, and the Department of 
Justice suit against the AFM, in 
Chicago. Arguments in the court 
case, originally scheduled for next 
week, have been postponed until 
Oct. 12. 

Although individually — reticent 
and preferring to adopt a “watch 
and wait’ attitude, 
agencies, broadcasters 
scription companies 


and 
nevertheless 


advertisers, | 
tran- 


| presented a united front in response 
to the new Petrillo transcription 
|order by participating in a joint 
|meeting called by the National 
| Association of Broadcasters. A state- 
| ment unanimously adopted by those 
| who discussed the situation charac- 
|terized the Petrillo ukase as “an- 
other act of aggression against war- 
time morale and communications in 
the United States.” 


Promise to Davis Broken 


Pointing out that ban 
on transcriptions for one-time use 
| violated the assurance given by Mr. 
Petrillo in his July 31 letter to 
| Elmer Davis, director of the Office 
/of War Information, to the effect 
'that such transcriptions “are not 
detrimental to the American Fed- 
eration of Musicians if destroyed 
|after such use,” the group protested 
| the order as discrimination “against 
those advertisers who, for sound 
economic reasons, broadcast their 
|radio programs through transcrip- 
tions rather than over networks.” 

The AFM officially put itself on 
| record in favor of permitting one- 
| in response to a query by the Asso- 
‘ciation of National Advertisers 
(ADVERTISING AGE, Aug. 10). 

Potentially the ban on one-time 
transcriptions was viewed as a seri- 
ous threat to many network adver- 


imposed 


time transcriptions in early August, | 


tisers who use discs on supple- 
mental stations and for repeat 
broadcasts. Among the programs 
mentioned as likely to be affected, 
at least insofar as supplemental 


rich Family,” “Easy Aces,” “Against 
the Storm,” “The Goldbergs” and 
“Smilin? Ed McConnell.” Coca- 
Cola’s “Singin’ Sam,” heard over 
185 stations throughout the country, 
is more seriously affected than any 
other program on the air. 

Of those mentioned above, 
“Against the Storm” and “Truth or 
Consequences,” both sponsored by 
Procter & Gamble over NBC, have 
already disappeared from _ supple- 
mental stations. In addition to the 
network the former was heard over 
| 10 stations, and the latter over nine. 
| Other programs which use tran- 
| scriptions for supplemental cover- 
age or for rebroadcasts, include 

White Laboratories’ “Double or 
| Nothing” over Mutual, and Carter 
| Products’ “Inner Sanctum” over the 
Blue Network. At this writing both 
schedules continue unchanged. 

In several instances it was indi- 
|cated that the new transcription 
| ban had been anticipated and pro- 
| grams were recorded as far ahead 
las possible. In still others, where 
|musical accompaniments are in- 


cluded, this portion of the program|and_ Sen. 
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“Carry on” with well-designed, well-illustrated advertising. Thumbs up with good art, 


design, photography and photo-engraving produced by the J & O craftsmen and made 


/ 
/ 


to meet the standard they have set with 40 years of high quality dnd efficient service. 


FOR TOPS IN CRAFTSMANSHIP CONTACT 


JAHN & OLLIER ENGRAVING CO. 


Makers of Fine Printing Plates + Artists * Photographers 


817 W. WASHINGTON BOULEVARD «+ CHICAGO «+ TELEPHONE MONroe 7080 


coverage is concerned, were “Ald- 
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will be assigned to local station 
organists. 
SEE DELAY IN 
PETRILLO INQUIRY 

Washington, D. C., Sept. 10.— 
Consideration of President Roose- 
velt’s anti-inflation message may 


temporarily sidetrack a special Sen- 
ate subcommittee investigation of 
James C. Petrillo, president of the 
American Federation of Musicians, 
Sen. D. Worth Clark, chairman, in- 
dicated today. 

Senator Clark and Sen. Charles 
W. Tobey, a member of the sub- 
committee, are assigned to the im- 
portant Senate banking and cur- 
rency committee, which is consider- 
ing anti-inflation measures with the 
President’s Oct. 1 deadline in view 


The heavy schedule of the bank- | 


ing and currency committee may 
make a formative meeting of the 
special Petrillo subcommittee im- 
possible next week. In that event 
Sen. Burton K. Wheeler is expected 
to call a special meeting of the 
parent interstate commerce com- 
mittee which has jurisdiction over 
radio, to approve and submit to the 
Senate the resolution calling for 


Petrillo inquiry. Other members of | 
headed | 


the Petrillo subcommittee 
by Senator Clark will be Senators 
Lister Hill, Charles 
Chan Gurney, former 
owner of Station WNAX, Sioux 
City-Yankton, S. D. 

Early witnesses before the sub- 


committee will be Elmer Davis, 
director of the Office of War In- 
formation; James Lawrence Fly, 


chairman of the Federal Communi- 
cations Commission, and representa- 
tives of the broadcasting, recording 
and transcription industries. Mr. 
Petrillo will be invited to appear. 
Informed sources indicated that 
the AFM president would welcome 
the investigation as affording him 
the first opportunity to get con- 
sideration of copyright legislation 
that would require licensing of 


| recordings when played in public, 


whether over the air, or 
boxes. 


CINCINNATI SCHOOL 


BROADCASTS BANNED 
Cincinnati, Sept. 10.—Scheduled 
to start its ninth season of concerts 


in juke- 


O. Andrews, | 


ee 


{ 

jover the Columbia Broadcasting 
System, the Cincinnati Conserva- 
tory of Music was forbidden to gp, 
on the air yesterday by James ¢ 

_Petrillo. The local AFM unit ex- 

| plained “it is the policy of the 

| American Federation of Musician: 

|to permit only union musicians 

| broadcast.” 

In July the high school orchestr, 
|'of the National Music Camp at I; 
'terlochen, Mich., was banned fr 
'the air waves on similar ground 


Additional Copy 
Released by Nehi 
for Royal Crown 


| New York, Sept. 10.—Supp! 
;menting its previously schedul 
|magazine and spot radio campaig; 
Nehi Corporation this week releas« 
| additional copy in magazines ar 
|newspapers keyed directly to t! 
armed forces and defense worke: 
The new ads will point out th 
“even a five-cent soft drink c: 
help” by giving a moment of relax: - 
tion which “sends men back 
their jobs fighting mad.” 

Insertions scheduled once a mon 
in 600 newspapers covering 4} 
cities, will consist of 1,000 lines | 
larger cities, 500 lines in small 
towns. In addition to a bleed pag 
in Life, there will also be four pag 
ads in Time within the next three 
months. 

Royal Crown will maintain i: 
regular schedule of monthly ads 
| Life, Western Family, Woman’s Da 
eight movie magazines and variot 
Army publications. The compan 
also uses 24-sheet posters in 1,500 
'towns from coast to coast, and ons 
|minute spots and chain breaks o 
| 330 stations. Batten, Barton, Du: 
stine & Osborn is the agency. 


To South Bend Office 


Charles J. Herbstreit, formerly | 
| Cincinnati, has been appointed to 
the managership of the circulation 
office in South Bend, Ind., for the 
Curtis Publishing Company. Rich- 
|ard Kinsella, formerly with Fawcett 
Publications, will be associated with 
W. O. Cullen, territorial manager 
for Curtis in Cincinnati. 
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AKRON 


An Advertiser's 


DREAM MARKET! 


cash than ever before. 


the same period in 1941 
payroll year. 


low cost. 


Yes, Akron is more 


Represented by: 


* *& & Akron has more ready buyers with more ready 


Employment is at a new all-time high. Payrolls are 
36 percent higher for the first six months of 1942, over 


, and 1941 was a banner 


There is only one thing more you could ask of a 
market, and Akron has that too... a Daily News- 


paper that completely covers its trading area at one 


it's a market of opportunity for the advertiser 
who properly develops it. 


AKRON BEACON JOURNAL 


Story, Brooks & Finley 


New York, Philadelphia, Chicago, 


than a Dream Market: 


’ ' 
Cleveland, Los 


Angeles, Atlant 


bois 
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The September 13th issue of The New York Times 
Magazine featuring Fashion Editor Virginia Pope's FALL 
FASHION FORECAST is the biggest issue of our Maga- 
zine ever published . .. setting a record in columns of 
advertising and in number of advertisers... underscor- 
ing a trend that grows stronger with each passing 
month. Keyed to the swift tempo of the news we live 
these days, bringing that news alive in terms of people, 
The New York Times Magazine carries into over 800,000 

homes every week the sure power to persuade to action 
\ | that leads advertisers to make The Times (which carries 


this Magazine exclusively) the biggest Sunday advertis- 


ing medium in America. 
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Footwear Salesmen 
Fit Into Pattern 


of War Production 


U. S. Rubber Keeps 
Staff Intact with 
Special Program 


New York, Sept. 9.—The urgent 
problem of how to keep sales staffs 
intact in the face of shrinking—if 
not completely eliminated—lines of 
consumer goods is being satisfac- 
torily solved by United States 
Rubber Company by transforming 
salesmen into war production work- 


ers for the duration, it was revealed | 


here this week. 

With the virtual disappearance of 
its footwear division as a producer 
of civilian goods, the company has 
set up a training school, designed 
specifically to prepare salesmen for 
supervisory jobs in war plants. The 
successful execution of this pro- 
gram, now in force at the United 
States Rubber plant at Naugatuck, 
Conn., achieved the dual objective 
of protecting valued employes when 
the rubber shortage brought regular 
merchandise production to a 
and answering the rising demand 
for more trained supervisors and 
foremen. 


Merchandising Setup Protected 


“We expect to keep as large a sell- 
ing organization as we can under 
present conditions,” said Gregg 
Ward, branch sales manager of the 
footwear division. “For many years 
the association between salesmen, 
dealers, factory and management 
has been close. We don’t want to 
lose this. We want to keep our 
salesmen within our organization so 
that when the war is over they can 
return to active selling. 

“How, then, can they play an im- 
portant part in vital war production 
and also get increased knowledge 


halt | 


written reports on factory assign- 
|ments all form part of the train- 
ing that helps orient salesmen to 
| their important new work. 

Typical of the jobs currently ab- 
sorbing the attention of United 
| States Rubber salesmen is the pro- 
|duction of lifesaving suits. The 
manufacturing process is analyzed 
step by step and salesmen are re- 
quired to demonstrate what they 
have learned in the factory. Class- 
room work is under the direction 
of J. P. Moonan, who has super- 
vised footwear sales training for 
several years. 

Footwear salesmen have already 
been enrolled from such distant 
points as Los Angeles, Seattle and 
New Orleans. A number are al- 
ready holding down full-time jobs 
in war plants. 


Blees Joins Y & R 


William A. Blees, formerly general 


sales manager of Nash Motors, has | 


joined Young & Rubicam, New 
York, in an executive capacity. 


ADVERTISING AGE 


Ad ‘Commandos’ 
May Comprise 
New Coast Group 


San Francisco, Sept 8.—A new 
striking force, the ‘Advertising 
Commandos,” gained favor this 
week as West Coast advertisers con- 
sidered establishing a wartime Ad- 
vertisers for Victory committee. 

The committee, as proposed to 
member clubs of the Pacific Adver- 
tising Association by President L. 
W. Lane, publisher of Sunset Maga- 
zine, would serve as liaison group 


between government and official war | 


agencies and the association and its 
various clubs. As Mr. Lane visual- 
izes it, members of the advertising 
profession can literally be “Adver- 
tising Commandos,” prepared to 
strike suddenly and effectively in 
the interest of the war effort, on ap- 
proved subjects and wherever and 
whenever they can do the most 
good. 


of all advertising clubs, the Western 
representatives on the board of di- 
rectors of the Advertising Council, 
Don Belding, past president of PAA, 
and Charles W. Collier, managing 
director of PAA. Local “Advertis- 
ers for Victory’ committees within 
each club would tie in with efforts 
of the coast-wise executive commit- 
tee. It is recommended that the lo- 
cal committees include a general 
chairman, an executive committee 
| consisting of chairmen of all stand- 
ing committees, which would com- 
prise a plans committee, and ap- 
proximately 12 other committees 
|representing advertisers, agencies, 
media groups and representatives of 
advertising production. 


‘Opens Winnipeg Office 

All-Canada Radio Facilities, na- 
tional radio sales organization, has 
| opened a Winnipeg office in charge 
}of P. H. Gayner. 


of the PAA president, the presidents 


Beginning with the October issue. 
| used machinery advertising formerly 
|earried in the Machine Tool Bly, 
| Book will appear in a separate 
| monthly publication, Hitchcock’s Mea- 
chinery Review, published by Hitch- 
|; cock Publishing Company, Chicag 
|The new business paper will con- 

tain articles of interest to buyers oj 
| oa industrial equipment, and wi!) 
| be devoted exclusively to surply 
| industrial equipment and supplies. 


Greyhound Renews Show 
Pacific Greyhound Lines recently 

signed a 52-week renewal of 

| program, “Romances of the High- 

| ways,” on 30 Western stations 

| the Mutual-Don Lee network a) 

the Arizona network. This ma: 

| the seventh consecutive year for thy 

| program on the Don Lee stations. 


Cain Named A. M. 


Lloyd Cain, formerly advertising 
manager of Oil and Gas Journa’, 
has been named Eastern advertisin; 
manager for Advertising and Sel 
ing, New York. 


That order is foremost in the minds 


so they can serve their customers | 


better in the after-war selling pe- 


of 
book, 


means of spreading lies and propa- 


ganda among his own people; of 


riod? Supervisory work in our, 
war production plants is the an- 
swer. That brought about the fac- 
tory training school in Nauga- 
tuck.” 

The training course is intensive, 
lasting eight weeks. Daily class- 
room work is combined with sev- 


eral hours of active work each day 
on definite factory assignments. 
Attendance at regular foremen’s 
and superintendents’ meetings, in- 
dividual personal conferences and 


NEW HAVEN 
is TULL! 


The first large guns aboard the 
famous American ships, ‘‘The 
Constitution’’ and ‘‘The Con- 
stellation,’’ were made from 
iron mined at Oar Hill, Conn., 
and cast and shipped from New 
Haven harbor. : 


Che New Haven Register 


sowing confusion, fear and distrust 
throughout occupied countries. 
In this free country of free radio, we 


know why the microphone ranks 


ed for... 


Control the microphone! 


\xis war lords. For, in Hitler’s 


radio 1s 


the most effective 


Let 


high in Axis strategy. Radio is listen- 


musical 


Are we using radio to the fullest extent 


to do the most wood for the common cause? 


Let station managers analyze their 
operations, use every possible moment 
of air time in service of the nation. 
Let script writers inject the spirit 
of freedom into every phrase and 


sentence. 


directors search more 


diligently for music that will inspire. 


Let advertisers and agencies choose 


._ heard... believed. That is 


programs which will build morale. 


why we, the people of radio—the 


owners, managers, producers, writers, 
technicians, announcers — must be 
careful of our trust, must always keep 


before us this question: 


The Great Stations of the Great Lakes 


Let commercials sell the idealism of 
\merica, as well as its goods and 


Services. 


let us make the most of our microphones! 


WGAR 


KMPC, BEVERLY HILLS, CALIF.—UNDER SAME MANAGEMENT 


BASIC 


STATIONS—COLUMBIA 


BROADC 


WWE FRAERDUT STATION 


wid 


ASTING SYSTEM. 


» @. 


PRES. 


A. RICHARDS, 
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ar? 


Outlines Dim-Out Rules 


After Lt. Gen. J. L. DeWitt had 
ordered the Pacific Coast dimmed 
out, the Pacific Gas and Electric 
Company, San _ Francisco, took 
large-space copy in newspapers of 
‘ts area to explain what can and 
cannot be done in the dim-out. 
Window lighting, interior lighting, 
industrial lighting can be used, pro- 
yided upward, seaward and too- 
pright illumination is avoided. “For 
safety and comfort,” the copy said, 
“keep the home lights burning— 
but don’t let them shine toward the 
ocean!” 


Black to ‘Interiors’ 


Leslie F. Black has resigned from 
the advertising staff of House Beau- 
tiful, New York, to become adver- 
tising manager for Interiors, New 
York. 


Adds Poultry Account 


Holser’s Valley Farm, Troy, N. Y., 
has placed its poultry account with 
Yankee Writing Service, Guilford, 
Conn. 


; 


Prints Progress Edition 


The Bee, Sacramento, Cal., 
brought out its 1942 annual “Prog- 
ress Edition” Aug. 27, comprising 
three additional sections. The sec- 
tions included “Sacramento Golden 
Empire,” covering developments of 
industry, business and agriculture; 
“The Retailer in Wartime” and 
“Katherine Kitchen’s Fall Cook 
Book.” 


KFRC Names Donnelly 


Dan Donnelly has been appointed 
an account executive in the com- 
mercial! department of Station 
KFRC, San Francisco. He was for- 
merly commercial manager of the 
Don Lee station, KGB, in San Diego 
and most recently manager of Don 
Lee’s KDB in Santa Barbara. 


Heads Junior Club 


Howard L. Nations, publicity di- 
rector of the Gruen Watch Com- 
pany, Cincinnati, was elected presi- 
dent of the Cincinnati Junior 
Advertisers Club Sept. 3. 


Gifts for AEF? 


Mail Early, Wrap 
Maker Warns 


Chicago, Sept. 9.—Foreseeing the 
flood of packages which will be sent 
to the armed forces this Christmas, 
the Chicago Printed String Com- 
pany, maker of Tie-Tie gift wrap- 
pings and ribbon, has launched a 
campaign in business papers em- 
phasizing to dealers the need of set- 
ting up “service men’s package 
headquarters.” 

Copy featuring the packaging aids 
will also be inserted in Better 
Homes and Gardens, Charm, Glam- 
our, Good Housekeeping, Harper's 
Bazaar, Ladies’ Home Journal and 
The New Yorker. 

Dealer Aids Prepared 

To augment the national adver- 
tising, the company has prepared 
extensive dealer aids. Realizing 
that neither the public nor dealers 


are apt to be well acquainted with 
the requirements of the postal serv- 
ice, sample kits have been distrib- 
uted to dealers detailing packing in- 
structions, suggestions and ideas for 
wrapping service men’s packages. 

The company has gone beyond 
outlining the mechanical necessities 
of forwarding gifts to service men; 
it has prepared lists showing the 
gifts most commonly asked for by 
men in the armed forces, and also a 
list of what the government issues 
to the men. The list of “G. I.” 
items indicates a number of gifts 
which may be sent, not being “reg- 
ulation” and therefore standardized. 
Thus, if a consumer wants to send 
a man in the Navy a whisk broom, 
shoe brush and polish, hairbrush, 
comb, handkerchiefs, needles, swim- 
ming suit or thread and towels, it's 
all right—other "“G. I.”" items must 
be standard. 

In all, the dealer kit offers news- 
paper mats, reminder folders, lists 
for counter display, window posters, 
and an official placard, plus the na- 


Ti 2a rod 


inC., 


NATIONAL 


REPRESENTATIVE 


come HEADQUARTERS / 


PACKAGES 


* * * 


You wont your service man to receive his gifts on 
time ond in good condition. Come in and ask for FREE 
foider giving full official U. S’ Government regulations, 
See our full line of 

TIE-TIE Gift Wrappings-Ribbonette 
for Service Men's packoges 


This copy, used nationally and in mat 

form by dealers, carries the theme of a 

new campaign by Chicago Printed String 

Co. Through promotion and dealer kits, 

the company will stress how, when, and 

what to ship service men, 1942's biggest 
gift market. 


tional advertising which backs the 
packaging materials. Burton Browne 
| Advertising is the agency. 


MILWAUKEE STORES 
STRESS MAIL DATES 

Milwaukee, Sept. 8.—Ed. Schus- 
j}ter & Co., operator of three depart- 
ment stores in this city, ran copy 
last week in Milwaukee newspapers 
stressing the necessity of early mail- 
ing of gifts for men in the armed 
services. Under the heading “Send 
his Christmas gifts early,” the com- 
pany pointed out that it is equipped 
to make sending gifts easy for the 
public. 

A panel in the copy, which read- 
ers were urged to clip and save for 
future reference, detailed rules set 
up by the Post Office and War and 
Navy Departments regarding Christ- 
mas parcels for forces serving in 
Alaska and other points outside the 
continental United States. “Mail 
between Oct. 1 and Nov. 1,” Schus- 
ter’s customers were warned, and 
the copy repeated that the Army 
and Navy had both asked that gifts 
of food and clothing not be sent to 
service personnel, since members of 
the armed forces are amply supplied 
with both, 


Launches Disney Toy 


Reasoning that non-metal toys 
are likely to be in heavier demand 
than ever by Christmas, Youngs- 
town Pressed Steel Division, War- 
ren, O., is launching Disney-Plaks, 
a new three-dimensional novelty 
made by the company and offered 
in six Disney character ideas. The 
toys will have national distribution 
this month and will be sold through 


department stores, chains, appli- 
ance stores and other outlets. The 
company formerly built steel 


kitchen equipment. 


CLIP THIS! 


| Printers’ Ink's Jury of Marketing Opinion 
said this in the July I7th issue of P.|I.: 
“In the business publication field there are 
several magazines all claiming the same ex- 
clusive position, i.e., most business readers 
per dollar of space cost. They cannot all 
be right.” 


Business Week repeats now what it was 
the first to say and has said for years: 
Business Week reaches more manage- 
ment-men readers per advertising dol- 
lar than any other general business 
magazine or general magazine of any 
kind! Proved by past accepted data, and 


current data. 


"Cover-to-cover, the facts indicate it is 
one of the most USEFUL magazines in 
America today. Wherever you find it, you 
find a business man . . . well informed."’ 
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Wases and Price Control 


When 
was enacted, 


price control 
and the Office of Price 
Administration up, it 
pointed out by most expert observ- 
ers that the plan would encounter 
almost insuperable problems be- 


set 
| 


was | zation, 


based 


favor of doing so. 


in the sense of 


Carl Doty, Eric Tomsett. | 


| 


10 Cents 4 Copy, $2 a Year| ver 
= | clipping 


WATCH OUT FOR MR. ARNOLD 


if 


FI4 etd 


“We understand, young man, that you found a golf ball. 


Redbook Magazine 


| represent a syndicate 


prepared to make a deal for it." 


Ad-libbing 


Qualified Candidate 

Galen E. Broyles, head of a Den- 
advertising agency, sent us the 

from the Itasca County 

Grand Rapids, Minn., 
the accompanying ad- 

reproduced. Mr. 


| Democrat, 
| from which 


| ver tisement is 


legislation| and there is no good argument in| | Broyles explains that he subscribes 


But wage stabili-|to this paper to keep up on fishing 
keeping | conditions 


in Itasca County, and 


workers’ compensation in line with|that he sent the clipping from the 


living costs, 


through 


on increases in food, rent 


cause of failure to provide control! and other major items, can be ac- 


of two of the chief elements enter-| complished if the administration de- 


costs 
The difficulties which the | 
OPA has met in practical applica- | 


ing into 
wages. 


farm products and | sires to make use of the wartime 


authority granted to the President. 


We have pointed heretofore to 


tion of its authority has merely con-| the successful experience of Canada 


firmed the weakness of the plan as} 
originally set up. | 

Now President Roosevelt has | 
asked Congress to put a ceiling ot 
farm prices, promising to stabilize | 
wages through his own authority. 
If Congress proceeds to enact legis- | 
lation with reference to farm prices, | 
and the President succeeds in work- 
ing out a system for effective stabi- 
lization of wages, then we shall 
have really effective control of liv- 
ing costs and a barrier to the sort of 
inflation which might ultimately 
grow out of a spiral of constantly 
increasing wages and prices. On 
the other hand, with all elements 
in the price field under control, real 
income for 


the masses of American 


| been accomplished there under 


workers should remain at its pres-| 


ent high level, or actually increase, 
since total income rather than rates 
of pay determine the 
ability to buy. 

Some doubt 


consumer's 


has been expressed 


in this field. Wage stabilization has 
this 
formula, and the worker has been 
protected against rising costs of liv- 
ing, while in general 
have been given an effective barrier 
against price 
creased labor Thus the in- 
crease in the average price index 
for Canada has been held at a small 


consumers 


rises based on in- 


costs. 


adjustments | Aug. 
of 


percentage, compared with the gen- | 


eral picture of price increases in the 
United States, even with the partial 
plan of price control in effect. 

We have emphasized the belief 
that the OPA can function success- 
fully provided a complete system of 
price control is established. This, it 
is evident, can be accomplished. But 
it should be remembered that con- 
trolling prices of farm products 
alone will not do the job, and that 
wage stabilization is an even more 
important element. 
for the President 


It now remains 
to demonstrate 


as to the extent to which the Presi-| that his plan is to be as definite 


dent will impose 
controls over 


really effective 
wages. 


has no intention of freezing wages, 


and effective as that which he has 


Obviously he} asked Congress to put into effect for 


agricultural products. 


The Power of the Press 


Readers of ADVERTISING AGE have | 


been informed, 
and 


through news stories | 
advertisements, of the great 
success of the salvage plan initiated 
by the Omaha World-Herald and 
given state-wide application through 
the hearty cooperation of the other 
newspapers of Nebraska. The plan 
in fact, that 

newspaper 


has been so successful, 
WPB has asked other 
publishers to adopt it for use in 
their own communities, in order to 
make sure that scrap for the steel 
mills will be supplied. 

The enthusiastic cooperation of 
the newspapers will mean a tremen- 
dous increase in the total amount of 
scrap collected. The same vigorous 
handling of the subject, through 
news and editorial material as well 
as by advertising, will enable other 
states to rival the magnificent 
record already made by the citizens 
of Nebraska. 

This showing, 
teresting to 


incidentally, 
those who 


is in- 
have been 


wondering 
retained 


if the American press 
its old-time traditional 
ability to move the public not only 
to thought but to action. We be- 
lieve that it demonstrates that when 
it comes to promoting and organiz- 
ing community sentiment and action 
on a large and continuous 
there is no substitute for the good 
American newspaper. It has _ its 
roots deep in the minds and hearts 
of the citizens of its community, it 
lives close to them in a day-by-day 
experience, constantly renewing its 
strength and theirs by continuous 
earthy contacts with the soil of its 
own homeland. The power of the 
American newspaper has been dem- 
onstrated and 


scale, 


before, 


it is now 
being demonstrated again. 
We believe that newspapers as 


well as advertisers have been im- 
pressed with the Nebraska experi- 
ence, and have learned anew the old 
lesson of the power of the press in 
America. 


14 issue along as an example 


an ad “that has developed an 
entirely new political appeal. The 
{ Political Advertisement i. 


REGISTER 
OF DEEDS 


Is Always Cooperative! 


Always ready to appear in programs 
with Victory Band. or individually 


ad also gives us an insight into the 
type of high caliber, rugged indi- 
viduals who seek political office in 
the ‘land of the free and the home 
of the brave.” 
As you can see, 
that he amply 
because he 


Mr. Meyers feels 
deserves re-election 
“always cooperative 

always ready to appear in pro- 
grams with the Victory Band, or 
individually reading and _ reciting 
for entertainment of parties and 
groups.” 

Writing this item reminds us, 
somehow, that it wasn’t many 
years ago that the pages of ADVER- 
TISING AGE and other advertising 
journals were pretty well filled with 
reports and essays on advertising’s 
place in politics and the develop- 
ment of new  politico-advertising 
techniques which were allegedly 
being put to good use in helping 
to elect competent men and to keep 
nincompoops out of office. 

Yet within a few short weeks the 
country will go to the polls to elect 
its first wartime Congress in a 
quarter of a century, and not a sin- 
gle example of advertising’s use in 
any real merchandising sense in the 
political arena has come our 
attention. 

Can it be 


IS 


sO 


to 


that advertising men, 
along with almost every group 
except the professional politicians, 
will never cease to gripe about the 
“nitwits in Washington” and the 
“crooks in local government,” but 
will never get around to doing any- 
thing which might lead to minor or 


major corrections? 
Ben Franklin: Advertiser 
Perhaps it is the dour weather 


that governs our reaction to a com- 
munication just received from the 


National Committee to Signalize 
Benjamin’ Franklin’s Continuing 


Contribution to American Civiliza- 


tion; perhaps it is the space-filling 
name of the organization itself. 
Whatever the cause, receipt of a 


| mimeographed article entitled “Ben- 
jamin Franklin and Advertising” 
| which we are asked to publish, and 
|a list of 20 or 30 other articles, talks, 
radio scripts and activities programs, 
any of which are available to us for 
the asking, makes us wonder what 
Ben Franklin would think of the 
activities of the National Committee 
to Signalize Benjamin Franklin's 
Continuing Contribution to Amer- 
ican Civilization if he were alive 
today. 

With his innate sense of thrift 
and his indefatigable effort in the 
| public weal, we should imagine that 
the eighteenth century wizard would 
find something wasteful and some- 
thing incongruous in strained efforts 
to deify an individual who has long 
since been recognized as one of the 
mightiest spirits of the ages. In 
times like these, Ben Franklin might 
say, there are weightier, more press- 
ing tasks for the hands of willing 
men. But then, we don’t pretend to 
know anywhere near as much about 
what Ben Franklin might say as the 
'National Committee to Signalize 
Benjamin Franklin’s Continuing 
Contribution to American Civiliza- 
tion. 


|Navy Pictures 

Lt. R. C. McKee, USNR, who 
in charge of the Navy's branch pub- 
lic relations office in Chicago, has 
advised local advertisers and others 
that requests for use of Navy pic- 
tures from the office’s “picture lend- 
ing library” are welcome. The files 
include official Navy photographs re- 
leased in Washington, and another 
file of photos covering activities in 
the ninth Naval district. They are 
available for loan upon written re- 
quest, conditions being that prints 
can be kept only three days, repro- 
ductions should carry a U. S. Navy 
credit line, and written copy used in 
connection with the photos must be 


1S 


submitted for approval before pub- 
lication. 
Jottings 

If you're afraid that you'll miss 
your swivel chair because of the 
shortage of metals, you can lean 
back and relax. In fact, you may 
even feel perfectly free to swivel 


vigorously from side to side for five 


minutes. With that well-known 
ingenuity which has long been said 
to distinguish American business, 
the Sikes Company of Buffalo has 
patented a wood swivel and has 
already gone into production on 
these new all-wood “Velveturn” 
chairs, in both clerical and execu- 
tive models. . . 


If you want to see an exception- 
ally good example of a manual for 
new employes, write Hamilton Mer- 
rill, vice-president of Manning, Max- 
well & Moore, Bridgeport, Conn., for 
a copy of “Your Job with Manning, 


Maxwell & Moore.” It’s a 72-page, 
pocket-size, spiral-bound volume, 
excellently illustrated in cartoon 


style, written in the language of the 
worker, and answering almost any 
kind of question the new employe 
is likely to be interested in. . . 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his busines 
letterhead. 


No. 2041. 


State. 


The St. Louis Globe-Democrat ha 
issued this map of the market it 
serves, including a_ tabulation of 
towns of 500 or more population 
numbered for easy identification on 
the map. The reverse side carries a 
map of the United States, with the 
149th State area outlined. 


No. 2042. Facts and Figures on War 
Finance. 


Official Map of the 49t} 


That inflation can be stopped only 
by a coordinated program of ration- 
|ing, price controls, wage stabiliza- 
tion, control of prices for farm 
products, forced savings and wide- 
spread taxes on income is the con- 
clusion of this study issued by the 
Tax Foundation. Graphs, tables, 
questions and answers present a 
picture of national income and ex- 
penditures, federal taxes, expendi- 
tures and debt, corporation income, 


war bond sales and cost-of-living 

index. 

No. 2043. Advertising Joins the 
Colors. 


Collier’s has issued this brochure, 
which is the first of a series designed 
to establish a better understanding 
of industry’s contribution to the 
war effort and to explain how Col- 
lier’s cooperating to make this 
contribution more effective. The 
brochure reproduces 34 advertise- 
ments from issues between July 18 
and Aug. 29. 


1S 


No. 2044. Rate and Data Catalog for 
the High School Market. 

Richmond Advertising Service 
has issued its 1943 catalog providing 
rates and other data for 733 high 
school newspapers, magazines and 
year books having a total circula- 
tion of 1,381,142. 


No, 2045. Washington, D. C. 


lation 1,000. 

The United States News has 
sued this study of its Washington 
coverage, showing readership among 
key officials. 


Popu- 


1S- 


No. 2025. Nine Ways to Make 
Money. 
Radio Sales, spot broadcasting 


division of CBS, 
booklet to show advertisers how to 
use station program facilities in 
order to gain the advantages of live- 
talent spot programs. The booklet 
tells the story of eight stations and 
a regional network, and points out 
that each of these outlets knows it 
own market, character and prob- 
lems, sectional likes and dislikes. 


has issued this 


No. 1996. 


Sales. 

John Blair & Co. has issued th 
brochure, which tells the story o! 
spot broadcasting and gives ma! 
illustrations of its successful use ! 


Spot Broadcasting for 


well-known advertisers. It offe: 
suggestions on how to buy S| 
time, how to reach profitable aud 


ences, and how to keep advertis 
in step with today’s rapid chang 


No. 2027. Signal Strength C 
parison of the Four New Y 
Network Stations. 

The current coverage picture o! 
the four New York network stations 
in terms of signal strength is show? 
in this booklet, issued by Radio 
tion WEAF. Section One exp!:'ns 
the relation between signal inten>'') 
and satisfactory radio service ™ 
metropolitan New York, with *‘- 
tions’ rankings in the metropo:'™ 
area. Section Two deals with 1c 
families, and Section Three with ¢ 
relationship between the findin 
the first two sections and the 
York market. 
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IN THE SERVICE oF THE NATION 


ena l “sp 


In the first six months of this year, advertising 
in all media suffered from the national confusion 
and uncertainty... as the nation squared away for 


pig pia , os Lens 

= WHAT WE ARE the war effort, this magazine’s billing came back. 
H FIGHTING FOR: The third quarter of 1942 was ahead of last year’s. 
BY MRS. FRANKLIN D. ROOSEVELT 


The October and November issues stand 20% ahead 
of the 1941 figures. 


_ These are serious times. A magazine and an 


audience that take the times seriously... obviously 
offer better values to advertisers!... This magazine 


is published for today’s public. Readership ratings 


; are up. Circulation is up. Influence is up. But our 
: | rates remain unchanged. 
“ ’ Reaching more of the market that makes 


opinion as well as sales... more effectively... The 
American Magazine is more of a buy than ever 


n | aie a before, a major medium for any advertising effort 
— > \ now!... Investigate 
| | vo AUGUST eee gate... 
A- ~~ ee Oe: SA ae TSE 
. 4 me \ ve ~ YOUR JOB 
— ea SIN THE WAR 


7 "Ee eS ao the American Magazine 


IN THE SERVICE OF THE NATION 


us The Crowell-Collier Publishing Co., 250 Park Avenue, New York City... 720 
* ' Statler Office Building, Boston ... General Motors Building, Detroit . . . 333 
he North Michigan Avenue, Chicago . . . 235 Montgomery Street, San Francisco. 
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September 14, 1942 


FOR INDUSTRY 


FROM FROZEN FOODS TO FROZEN RIVETS 


PENH 
Playing up the importance of industries 
which it serves, Penn Electric Switch Co. 
will inaugurate a new campaign next 


month with this copy in Business Week, 
Fortune and Time. 


Control Maker 
Tells Industry 
Stories in Copy 


Goshen, Ind., Sept. 9.—To pub- 
licize not only its own activities but 
the wartime contributions of the in- 
dustries it serves, Penn Electric 
Switch Company will launch a new 
campaign next month. 

October issues of Fortune and 
Time will carry the opening mes- 
sage and the new copy likewise will 
appear in Business Week, which has 
been carrying previous Penn adver- 
tising. According to the company, 
one of the objectives of the drive 
is to bring to the attention of gov- 
ernment officials important facts 
which are not common knowledge 
about the industries Penn serves, 
and to help these industries obtain 
consideration in line with their im- 
portance to the war effort. 


Initial Ad on Refrigeration 


The refrigeration and air condi- 
tioning industries, treated in the 
initial ad, are among the most im- 
portant users of Penn products. The 
public tends to think of air condi- 
tioning as a luxury, the company 
feels, and does not appreciate all 
the services performed by refrigera- 
tion. As an example, rivets used 
in building war planes are held at 
sub-zero temperatures until driven 
into the body of the plane, to pre- 
vent cracking and excessive rejec- 
tions. 

Similar presentations of the serv- 
ices performed by the heating in- 
dustry, by internal combustion en- 
gines, pumps and air compressors, 
will be treated in later Penn ads. 
The company’s planning for the fu- 
ture, and the part which its auto- 
matic controls may be expected to 
play in the post-war world, also will 
be tied in. 

Lamport, Fox & Co., South Bend, 
handles the account. 


Over 1,000,000 organized tenpin bow!- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 


various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLING is the 
major medium to carry your message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an _ effective, 
consistent, advertising campaign in 
BOWLING. 


Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 


De Lapp to Universal 


Terry De Lapp, formerly head of 
Paramount Pictures’ publicity de- 
partment, has become assistant to 
John E. Joseph, national director of 
advertising and publicity for Uni- 
versal Pictures Company, Universal 
City, Cal. Lou Smith, who formerly 
held the Universal post, has gone to 
New York as assistant to Howard 
Dietz, vice-president and advertis- 
ing manager of Metro-Goldwyn- 
Mayer Pictures Corporation. 


Beecher to Paper Co. 


Harris S. Beecher, formerly in 
charge of sales and advertising for 
Society Brand Clothes, Ltd., Mont- 
real, has joined Laminated Papers, 
Ltd., Montreal, as manager of the 
company. 


Issues Corduroy Guide 


Bernside Mills, New York, manu- 
facturer of corduroy, has published 
a technical and style guide entitled, 
“Corduroy —Its History and _ Its 
Uses.” Copies may be obtained 
without charge by retailers and ap- 
parel manufacturers from Bernside 
Mills, 102 Fifth avenue. 


Shoppers Still 
Travel ‘on Rubber,’ 
Survey Reveals 


Pittsburgh, Sept. 9.—Despite gov- 
ernment pleas to save tires and 
share cars, a hefty percentage of 
food shoppers still travel to market 
“on rubber,” and few of them haul 
friends or neighbors, a survey of 
25,000 shoppers revealed this week. 

Cards which provided data for the 
study were handed out at the 
entrances to 47 stores and markets 
scattered throughout the Pittsburgh 
area. The Pittsburgh Press, which 
conducted the survey, found that an 
average of 43 out of each 100 per- 
sons who shopped for food in the 
Pittsburgh district during July used 
rubber-tired vehicles; 34 went in 
their own autos, five went in friends’ 
machines and four used buses. Only 
one auto shopper out of seven trans- 
ported someone else to market. 

The survey revealed that 42 out 
of each 100 shoppers walked, 14 


went by trolley and one used some 
other means of transportation. 

special tabulation of 3,000 shoppers 
in the downtown area indicated that 
54 per cent came to the city by 
street car, 17 per cent used buses, 
16 per cent came in their own autos, 
4 per cent in a friend’s car and 9 
per cent on foot, by train or other 
transportation means. The suburbs 
showed the highest percentage of 
auto shoppers with 88 per cent, 87 
per cent and 86 per cent of the 
shoppers at three outlying super- 
markets using automobiles. The 
highest percentage of “walkers” was 


found at two supermarkets in the | 
thickly-populated South Side dis- | 


trict of the city. 


L&T Advances Cashman 


Edmund L. Cashman has _ been 
named to head radio on the Lucky 
Strike account for Lord & Thomas. 
He will be succeeded as producer on 
the Kay Kyser program by Arnold 
Maguire, formerly of NBC in San 
Francisco and Hollyood. Mr. Cash- 
man will make his headquarters in 
New York. 


| Sports Shoes Campaign 


for Converse Rubber 


Converse Rubber Company, Mal- 
| den, Mass., has started a campaign 
| for its basketball and sports shoe 
in Athletic Journal, Boot & Sho: 
Recorder, Scholastic Coach, Sport- 


| ing Goods Dealer, and Field & 
Stream, Outdoor Life and Sport 
Afield. 


Copy will feature the claim “On 
the hardwood court or on the bat- 
tlefield, they have what it takes t 
win.” Bresnick & Solomont, Bos- 
ton, is the agency. 


Alters House Organ 

The “Aetna-izer,” published by) 
Aetna Life Affiliated Companie 
Hartford, Conn., hereafter will bs 
published twice a month instead ot 
monthly and in newspaper format 
23x16 inches, instead of the 32-page 
pocket-size magazine format. 


Day Joins Magazine 
Harold B. Day has resigned a 
copywriter for Lennen & Mitchel! 


Inc., New York, to become promo- 


tion manager for Popular Scienc: 
Monthly, New York. 


American Girl is the official mag- 


azine of Girl Scouts, A.B.C. Cir- 
culation is 203,608. 


Boys’ Life is the official maga- 
zine of Boy Scouts. A.B.C, Cir- 


Young Catholic Messenger. \s 
the accepted Parochial School 


culation is 415,847, 


culation is 317,120, 


Open Road For Boys. |. The 
Independent National Maga- 


zine for 
Men. 
302,379. 


Boys and 


Young America is the accept- 
ed Publie School and Home 
Magazine. A.B.C. Circulation 


is 405,809, 


and Home Magazine. A.B.C. Cir- 


. styles, ideas 


Youn 


A.B.C. Cireulation is 
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into young man-and-womanhood . . 


VE ORDER 


J “Small I ry” lation 


Your Next Big Market in the Making 


Is America’s Youth, passing through adolescence 


. and achieving 


high commercial significance. 


1,550,000 Leaders Pace It 
Girls and boys—young men and women—of poise 
and prowess who lead their cliques and sets and 


crowds. Their opinions are courted... advice taken 


and suggestions followed. The» 


lead, and they read these magazines edited for them 
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Agency Shifts Staff 
MeCann-Erickson, San Francisco, 
has announced the following per- 
sonnel changes: Richard M. Oddie, 
director of research, has replaced 
Ole Morby, who has resigned as 
radio time buyer; and Allen Jones, 
manager of the accounting depart- 
ment, will also assist John Nelson, 
chief space buyer for magazines and | 
newspapers, on all other phases of | 
media analysis and space buying. 


Buys Bakeries 


|.angendorf United Bakeries, San 
Francisco, has acquired Bake-Rite 
Bakeries, Portland, Ore., which will 
be incorporated into the former's 
coustwise system. Entry of Langen- 
dorf into Portland virtually com- 
pletes its distribution set-up in all 
metropolitan centers of the Pacific 
Coast. 


Spencer Named President 


). L. Spencer, Vancouver Prov- 
ince, has been elected president of 
the British Columbia Newspapers’ 
Association. George A. Cran, Van- 
couver Sun, has been named secre- 
tary. 


Renew Campaign 


for Toastmasters 


Despite Scarcity 


McGraw Tells New 
Story in Magazines, 
Business Papers 


Chicago, Sept. 9.—Keying its copy 
to the market scarcity and the need 
for new economies, the Toastmaster 
products division of McGraw Elec- 
tric Company resumed advertising 
this week, after a long layoff, in 
both consumer publications and 
business papers. 

The last heavy consumer promo- 
tion for Toastmaster products, in 
the days before America entered the 
war, employed full color pages last 
fall in 10 national magazines. The 


drive ended with the Christmas 
| buying surge and, with priorities 
cutting steadily into the field, the 
|company retired temporarily to the 
advertising sidelines. 

The new campaign, although not 
as extensive as the pre-war promo- 
tion, calls for half pages once a 
month from September through No- 
vember in Collier’s, Life and The 
Saturday Evening Post. Full-column 
copy will be added in November is- 
sues of American Magazine, Better 
Homes and Gardens and Good 
Housekeeping. The commercial di- 
vision has scheduled full page copy, 
also on a monthly basis, in leading 
publications in the restaurant, hotel 
and hospital fields, with half pages 
in fountain publications, beginning 
with September issues. 


Worth Safe-Keeping 


First consumer copy, breaking in 
the Sept. 14 issue of Life, accom- 
panied by a cartoon of a butler care- 
fully placing a Toastmaster in a 
home safe, carries the headline: 
“Skip the emeralds, Judkins 


there isn’t room.” A Toastmaster 
toaster isn’t so easy to replace these 
days, consumers are reminded, and 
McGraw Electric is busy on war 
orders instead of producing for nor- 
mal market needs. 

“If you aren't a lucky owner of a 
Toastmaster automatic toaster, look 
around before the last pre-priority 
prizes are snapped up,” the ad ad- 
vises. “Your appliance dealer may 
still have one or two in stock. Fail- 
ing that, add another war bond to 
those you're buying—and earmark 
it ‘Toastmaster, post bellum!’ ” 

Do's and don'ts in caring for 
Toastmasters are listed in a con- 
cluding paragraph, with the advice 
to “see your dealer” about any 
necessary repairs. 


Features Uses of Toast 


The company’s commercial divi- 
sion has switched emphasis from 
Toastmaster equipment to toast it- 
self in business paper advertising, 
with the belief that it can contribute 
to the welfare of restaurants, foun- 
tains, etc., by suggesting how added 
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Lane Super-fighway 


New Business! 


Your New Business Rests with Them 


What American Youth thinks about your business 


and your products today will put the curves (up or 


down) in your sales charts tomorrow. It will deter- 


mine the size of the figure on your dividend checks. 


What Youth thinks today is tomorrow's public 


opinion. Their pose today is tomorrow's public 


attitude. 


This Market Ils Within Your Grasp 


The Youth Magazines which build opinion and for- 


mulate attitudes are read by the 1,550,000 important 


youths who will lead tomorrow's generation of 


adults. When a new generation ignores a business, 


that business ceases: period. But . . 


. when a new 


generation patronizes a business, that business has 


life extension for another generation! 


To Extend Your Business Profitably into Tomorrow While Enjoying the 
Benefits Today ... Use the Super-Highway That Takes You Direct... 
without Detour... to the Market You Need 


| THE YOUTH GROUP 


OPEN ROAD FOR BOYS 


AMERICAN GIRL 
YOUNG AMERICA 


NEW YORK: 


BOYS’ LIFE 
YOUNG CNX’ 


DETROIT: 2842 W. Grant Blvd. 


PHOLIC MESSENGER 


. Trinity 13720 


Send for Your Copy of “The FACTS of LIFE for BUSINESS” 


32 FE. 57th St. Eldorado 5-3860; BOSTON: 729 Boylston St. Kenmore 8074; CHICAGO: 9 W. Washington St. State 6950 


WARTIME THEME 


Toastmasters are no longer available for 
civilian users, so McGraw-Electric Co. is 
presenting this wartime message to 
restaurants, fountains, etc., emphasizing 
toast instead of the appliance itself. 


profits can be realized by making 
simple ingredients more nutritious 
and attractive by the use of Toast- 
master toast. By this means, the 
company intends to keep its trade- 
mark alive without merely waving 
the flag or speaking in generalities. 

As in the consumer copy, a para- 
graph cautions users of commercial 
Toastmasters to take good care of 
their equipment and to contact deal- 
ers or the company for necessary 
adjustments or repairs. Succeeding 
advertisements in the business 
paper series follow the same theme, 
with particular emphasis on vari- 
ous wartime dishes appropriate for 
“meatless days.” 

Erwin, Wasey & Co. directs ad- 
vertising of the consumer products, 
with Earle Ludgin, Inc., handling 
the commercial equipment. 


Art Center Moves 


Art Center Chicago has moved its 
quarters to 32 W. Randolph street. 
Open house and the fourth annual 
exhibit of members’ work were held 
on Sept. 10. Members of the Cen- 
ter are American Designers Insti- 
tute, Art Directors Club of Chicago, 
Association for Color Research, Chi- 
cago Guild of Freelance Artists, So- 


ciety of Photographic Ilustrators 
and the Society of Typographic 
Arts 


Now Techtmann Industries 


Techtmann Industries, Inc., is the 

new name of the Pack-Rite Machine 
Corporation, 828 N. Broadway, Mil- 
waukee, with Pack-Rite machines 
| being continued as a division of 
Techtmann Industries, Inc. Under 
the reorganization plan, the com- 
pany will schedule cooperative ad- 
vertisements. 


To Harvey & Howe 


Mrs. Wylma Collins Guilfoil, for 
|a number of years a member of the 
experimental kitchen staff of Proc- 
ter & Gamble Company, Cincinnati, 
has joined the home economics ex- 
perimental staff of What's New in 
| Home Economics and Harvey & 

Howe, Inc., Chicago. 


DRAWING INK 


To introduce our new Justrite drawing ink 
to advertising men we will send postpaid a 
regular 25c bottle with quill stopper for 
only 10c. (One to a firm). This offer good 


La a= to October |, 1942 only. 


Justrite is a 
free flowing 
dray ing ink that 
covers smooth- 
ly and will not 


DRAWING INK 


Widurgroe 
— cake. The 
opaque In- 
dia Black 


color en- 
hances the 
beauty of 
any drawing and improves the reproduc- 
ing qualities. 


For sale at leading stationers. 


LOUIS MELIND COMPANY 
. 364 W. Chicago Avenue Chicago 
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License Fees 


on Tampa Papers 
Killed by Court 


Tampa, Fla., Sept. 8.—A provision 
of a 1938 city ordinance establish- 
ing newspaper license fees on a cir- 
culation basis was thrown out last 
week in the circuit court here, cli- 
maxing a prolonged battle against 
the measure by the Tampa Times 
and Tribune. 

Circuit Judge Sandler ruled that 
the provision was invalid, since it 
restricted the freedom of the press. 
Likewise, he said, the measure 
would have imposed fees on a basis 
that worked inequalities on publica- 
tions with the largest circulations. 


enacted 


| “ Under the ordinance, a newspaper 
‘of less than 10,000 circulation would 
| have paid a fee of only $40, while 
one with a circulation of 10,000 to 
30,000 would have to foot a $500 bill 
,and a paper in excess of 30,000 cir- 
culation would pay $700. This 
schedule would have forced both 
the Times and Tribune to pay the 
largest annual fee, with other news- 
papers in the city, whether daily or 


' weekly, being granted licenses for 


only $40. 
Louisiana Ruling Cited 


The judge cited a previous United 
States Supreme Court ruling which 
knocked out a state licensing law, 
in Louisiana during the 
reign of the late Huey Long, which 
was regarded as a punitive measure 


against the large dailies that op- 
posed the one-time Louisiana gov- 
ernor. 
First Filed Suit in 1938 

The Times and Tribune originally 
protested against the ordinance in a 
suit filed by J. P. McGraw and 
others against the city in October, 
1938, a month after the ordinance 
was enacted. Also assailed was a 
provision levying a license tax on 
lawyers, which subsequently was 
killed. Last February, the two 
Tampa publications separated their 
pleas from the original suit. Indi- 


| cations are that the case will be car- 


ried to the state supreme court, and 
attorneys for the dailies are pre- 
pared, if necessary, to fight for a 
state ruling upholding the circuit 
court. 


| 


Potato Growers Campaign 


The Michigan Potato Growers 
| Exchange is making plans for a 
merchandising campaign in Mil- 


waukee this fall, following a suc- 
cessful test in Detroit last winter. 
The exchange is also considering 
tripling its Michigan advertising 
budget to sell Michigan potatoes to 
250,000 new war workers. Last win- 
ter’s campaign in Detroit, it is 
claimed, raised the price of Michi- 
gan potatoes four cents a peck, and 
cut the Maine 
from six to two cents a peck. 


Fromm Advanced 


Orrin Fromm has been appointed 
advertising manager of the Sears, 


Roebuck & Co. stores in Rochester, | 


N. Y. He succeeds Irving S. Roden- 
berg, resigned, whom he has as- 
sisted for some time. 


John Elmer, 
President 


National Representatives: 


SPOT SALES, INC. 


New York — Chicago — San Francisco 


es 


BALTIMORE’S BLUE NETWORK OUTLET 


George H. Roeder, 


General Manager 


price differential | 


— 


WAR BRINGS ALL THINGS 


| 


500 MEN AND BOYS 
WANTED AT ONCE! 


Me Lnperience Mecossery — Good Poy 
— Me Tren ne Pered Required 

Temeroes Pouring in Yow Con Help 
Seve This Crop for & Maton Ar Wer 


CAMPBELL SOUP COMPANY 


MAKERS OF FOOBS FOR WiCTORT 


The urgency of the farm labor shortage 
was underlined by this unusual ad ip 
the Philadelphia Inquirer, placed by one 
of the nation's leading advertisers 


Testimonials 
Featured in 
Air Line Copy 


Atlanta, Sept. 9.— Officials « 
Delta Air Lines believed this wee! 
|\they have solved the knotty prob- 
|lem of sustaining effective advertis 
ing while at the same time comply 
ing with regulations imposed by 
both the industry and government 
war bureaus. 

The Atlanta company ha 
launched a new institutional cam 
|paign in newspapers of cities alons 
| the routes it serves. Copy is limited 
|mostly to testimonials from execu- 
|tives of leading firms in each city, 
| emphasizing Delta’s contribution o! 
speedy transportation for both mili- 
| tary and essential civilian needs. 

Local ticket office windows are 
being utilized for ad blow-ups and 
,other material illustrating the busi- 
-ness of each company whose testi- 
| monial is reproduced, to tie in with 
| the campaign of newspaper ads. 
| Beaumont & Hohman handles the 
account. 


| 
| 
| 
| 


Russell to Gypsum Co. 


Emory W. Russell, former adver- 
tising manager of the Shoe Form 
Company, Auburn, N. Y., and re- 
cently an account executive of 
David A. Tynon, Advertising, Syra- 
cuse, has joined the Niagara Gyp- 
sum Company, Buffalo. 


Stuart Appointed 


| Green Spot, Toronto, maker of 
concentrated fruit juices, has ap- 
| pointed John Stuart Sales, Winni- 
peg, as representative in the West- 
ern territory. 


Mister, © apper § 
Weekly will reach © 
far bigger audien®’ | 
and get RESULT? | 


5 
CMPPRRS WEEK 


373,000 Subscribers 


every time. 
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c “| wouldn't sell it for anything” 


“When LIFE first came out | thought it might be fun to 
save the first copy. 

“But each sueceeding issue was so good that I found 
myself saving every copy. Now, almost six years later, 
when everybody in the family is through with the 
current LIFE, I pounce on it and add it to my collec- 
tion which includes every issue ever published. 

“T get a kick out of each new LIFE. It’s always an 
awfully good picture of the world. But each issue is 
only part of the whole. It’s over a period of time that 
LIFE shows the complete picture. 

“There just isn’t anything like it for a history of our 
time. Almost everything we do and think about is there. 

“From my collection I have traced the course of the 

var week by week ever since the Spanish Civil War. 
specially fascinating—and surprising—are the pic- 
ures and articles before Pearl Harbor. 

“T see women’s styles changing. I see shots from old 

iovies. I see people who were once big shots and are 
bodies today—and vice versa. 


“T personally think LIFE is better than ever now. 


“But LIFE past, LIFE present, and LIFE future will be 
one of the greatest history books that man has ever 
known. I wouldn’t care to sell my complete collection 
for anything.” 


NOT ENOUGH COPIES 


It’s a good thing not everybody saves LIFE perma- 
nently, because there are many more people who want 
to read it than there are copies printed. LIFE’s enor 
mous pass-around circulation gives LIFE a total of 
21,900,000 readers every week! 


“America’s Most Potent 
Editorial Force” 


Conceivably every one of those 21,900,000 has his 


own private reasons for reading LIFE. But all these 


reasons meet on the common ground that LIFE has 
found an interesting, informative way of mirroring 
our way of life and our fight to keep it. It makes im 
portant things easy to understand and hard to forget; 
it also treats smaller, homier things that help make a 


rounded picture of America. 


Because LIFE means so much to so many people, it i a 
° ; : : ae 
has become the first mayazine in which to advertise - 
o ta ee 
goods and to present business messages born of the war. - 
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Admen tn the 
Armed Forces 


Bernal E. Clark, advertising and 
sales promotion manager of the 
Florida Power & Light Company 
and president of the Miami Ad Club 
in 1941, has been commissioned a 
first lieutenant in the Army air 
forces, sent through officers’ train- 


ing school, and assigned to active 
duty. His assistant, Edward M. 
Grout, has been commissioned a 


the Navy and 
University for 


lieutenant (jg) in 
assigned to Cornell 
training. 

Lt. Bert Orde, 
former Eastern 
advertising man- 
ager of Screen- 
land and Silver 
Screen, is now 
busier than ever. 

He directs pub- 
licity, putting out 


| private. 


stationed at 


Pvt. Orr is 
Parris Island, S. C. 
Stanley Whiteway, advertising | 
|'manager of Proctor & Schwartz, 


Philadelphia maker of drying and 
textile machinery, has enlisted in 
the Army signal corps reserve. 

Technical Sgt. Paul Lehner, for- 
merly a service man for Gardner 
Advertising Company, St. Louis, has 
been appointed to the infantry offi- 
cers’ training school at Ft. Benning, 
Ga. 

Paul Markman, office manager and 
account executive for the Kansas 
City office of Beaumont & Hohman, | 
has been commissioned a first lieu- 
tenant in the air ferrying division 
of the Army’s air transport com- 
mand. Lt. Markman is temporarily 
stationed in Washington, D. C. 


Roger M. Holt, formerly with 
Hutchinson Advertising Agency, | 
Minneapolis, which has _ since 


|merged with McCann-Erickson, has 


| 


been commissioned a second lieu- | 
tenant and is stationed at Camp| 


ADVERTISING AGE 


has been assigned for training as a cations branch and will report for 
specialist to Miami Beach beginning | duty Oct. 1. 


Sept. 15. 


Lt. C. A. Kelso, USNR, has re- 
turned to active sea duty after a 
two-week leave in Detroit. For- 
merly export manager for Brooke, 
Smith, French & Dorrance, Detroit, 
he received a commission last spring 
and was assigned to command a gun 
crew on a merchantman. On his 
first voyage his ship was torpedoed 
and sunk in the Atlantic. Lt. Kelso 
and most of his crew escaped with 
only the loss of personal belongings. 

Meredith Powell, formerly adver- 
tising manager of the ‘Daily «Press, 
Newport News, Va., has been com- 
missioned a lieutenant (jg) in the 
Naval reserve and assigned to Dart- 
mouth College, Hanover, N. H., for 
training. 

Thomas F. Mullaney, Jr., for 18 
years a member of the advertising 
department of the Chicago Tribune, 
has been promoted to the rank of 
lieutenant colonel in Australia, 


a weekly Army 
newspaper and 
editing a 15-min- 


ute radio pro- 
gram for the 
Army air forces 


at Pecos, Tex. 


hs 


Lt. Bert Orde 


| White, Ore. 


ef 


Wt: at 
'a private. 


umnist for the paper. 


Theodore F. Coleman, 
the Daily Commercial News, San | then a reserve officer, went on ac- 
Francisco, has entered the Army as/| tive duty Dec. 9, 1940. 

He will be replaced by 
Edward F. O’Day, formerly a col- 


of |aircraft unit. 


y 
- 


Robert Cade Wilson, Jr., has re- 
signed from the sales staff of The 
American Weekly, New York, to ac- 
cept a commission as captain in the 
Army. 

Robert Weill, vice-president at 
Lester Harrison Associates, New 
York, has been commissioned a sec- 
ond lieutenant at Ft. Sill, Okla. 
Betty Clark Seeley, copywriter for 
Harrison, has joined the WAAC as 
an administrative counselor. 

Loren T. Robinson, vice-president 
of Campbell-Ewald Company, De- 
troit, has been commissioned a 
major in the Army. Before leaving 
for Miami to take up his duties, he 
was guest of honor at a luncheon 
given by the agency staff. 

John K. Orr, formerly executive 


| vertising manager of the St. Francis | 


Hotel, San Francisco, has reported | 
for active duty with the Navy. 
Bob Hitchcock, assistant promo- | 


|tion manager of American Builder, 


and previously with the Buchen 
Company, Chicago agency, has com- 
pleted a training course at Foster 
Field, Tex., and has been commis- 
sioned a second lieutenant in the 
Army air forces. 

Harold L. Ives, secretary-treas- 
urer of Anderson, Davis & Platte, 
has been inducted into the Army. 

Lt. James W. Grace of the Marine 
Corps has been promoted to captain, 
his second promotion in less than 
three months. Capt. Grace is the 
son of Edward R. Grace, president 
of Grace & Bement, Detroit agency. 
advertising 


secretary of the Miami _ Beach Thomas H. Gavin, 
Apartment Association and one-/| manager of the Shinola division of 
time Eastern manager of Ridder-|- Hecker Products 


Johns, newspaper representative, 
has joined the Marine Corps as a 


Corporation, 
Indianapolis, has joined the Army 
air forces as a first lieutenant and 


WHO WILL SELL 


YOUR PRODUCTS 


AFTER THE WAR? 


dealers? 


These problems are 


the production of 


your product. 


Buy War 


"TRADEMARKS REG. U. S. PAT. OFF 


Will you have lost many of your dealers during 


the emergency? Will you have to acquire new 


Will there be a real seareity of deal- 
ers, and those in great demand? How will you 
get your dealers and how will you HOLD them? 


sure to 
America has “won the peace.” Just as we have 
helped many of the nation’s leading merchan 
disers build strong dealer organizations in the 
past, so, too, are we planning to help during 
the post war period of readjustment. 


Since our facilities are now devoted entirely to 
war 
build for you the famous Artkraft* “Signs of 
Long Life” but we are 
day when you will again want those striking. 
attractive dealer signs because they make for a 
strong dealer organization and more sales for 
(Proven by 
fied surveys of our Customer Research Depart- 
ment. Write for your copy.) 


Artkraft* is Building for Victory. 
Bonds 


g —by ARTKRAFT* SIGN COMPANY 


GENERAL OFFICES: 900 E. KIBBY ST. LIMA, OHIO. U.S. A 


face you after 


materials we cannot 


planning now for the 


audited and certi- 


and Stamps. 


|\where he is serving with an anti- 
Lt. Col. Mullaney, 


| Frank O’Leary, formerly a mem- 
|ber of NBC’s central division sales 
staff, has been commissioned a lieu- 


Austin Shean, publicity and ad-| tenant (jg) in the Navy’s communi- 


| 
} 


Pvt. L. B. Pambrun, formerly 
radio sales promotion manager for 
Crosley Corporation, Cincinnati, 
and now in the Marine Corps, has 


been named director of radio pub- | 


licity and script writing of the 
Marines’ public relations office in 
San Diego, Cal. 

Pvt. Earl A. Black, formerly in | 
the national advertising department 
of the Cincinnati Times-Star, has 
graduated as an aircraft electrician 
specialist from a school in Kansas | 
City, Mo. 


Kelly Joins CPN 


Andy Kelly, formerly director of 


publicity and public relations for | has been 
Chrysler Corporation on the Pacific tising manager. 


| Coast, has been appointed publicity | 


director of the Columbia 
Network, succeeding Hollister Noble, 
who has joined the Marine air 
corps as a captain. 


Pacific 


September 14, 


‘Kennedy to New Post 


Carl J. Kennedy, formerly sa! 
manager of McAleer Company, | 
been appointed sales manager a; | 


| assistant secretary-treasurer of H 


draulic Machinery, Inc., Detro 
which plans to extend its sales a 
tivity both nationally and intern 
tionally. 


CBS Names Crandall 


George Crandall, formerly assis 
ant director, has been named acti: 
director of Columbia Broadcasti: 
System’s publicity department. H 
succeeds Louis Ruppel. 


Chamberlaine to N. Y. 


Harry Chamberlaine, manager 
Good Housekeeping’s Chicago offi 
appointed Eastern adve 
His headquarte 
will be in New York. 


Plugs New Pipe Tobacco 


A new pipe tobacco, “Crack« 


| Jack,” is being advertised locally j 


| Canadian newspapers by Landau 


and the can 


Cormack, Toronto, 
KTHS Names Branham | paign will be extended as distribu 
The Branham Company, Chicago,| tion expands. F. H. Hayhur 
has been appointed national adver- | Company, Toronto, is the agency. 
tising representative for Station) = 
KTHS, Hot Springs, Ark., now un- . . 
der new management headed by | Gets Chemical Account 
John McCormack of the Shreve-| Du-Lite Chemical Corporatio: 
port Times stations, KWKH and! Middletown, Conn., has appointed 
KTBS. 


Manternach, Inc., Hartford agency 
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government announcement, we 


Fuel Target’ Plan ENGLISH GIVEN "FUEL TARGET" TO SHOOT AT tisement which, because it is a 


‘The MINISTER of FUEL asks you to keep within... should not be justified in refusing; | ‘ 


| 


Ad — but we shall not accept payment for 
t. | 
Makes vertising YO UR FUEL TARGET “Moreover, we will gladly provide 


space for an announcement which 
. .. Says in set terms that the gov- 
ernment wants to avoid rationing 


Debut in England aye. for the year (i 


| 
| 
| 


Admen Dislike 
Tricks’, Want 
Promotion Facts 


New York, Sept. 8.—The absence 
of factual data to back up sales 
claims was termed the most glaring 
weakness of promotional material 
issued by radio stations, according 


| to the results of a survey among 35 


4 
4 a ' = einunests Gnamtat tenes oy _ and that it will be avoided if volun- 

sonaon, Sept. 1.—Alt oug vol- : , ne ] domestic front so that a may be used for war-work in industry tary economies are sufficient. To an 

ui tary fuel economy drives were o> 1s THE + OUm, Cony cuuaas , ; , an 
} ya Ft { Cut. of Coal or Coke! | APPeal made on that basis the re- 
undertaken by the British govern- Lseoeed or essen wat) | + FUEL UNIT EQUALS | | sponse would be ‘Kk and - 
ment in 1940 and again in 1941, [ge BATTLE for FUEL eee fee. a coe 
results have not been satisfactory auowance 20 — The Battle is on . . . The Battle is vital . . . Every 1 FUEL UNIT EQUALS | lan adequate. 
: “y ’ aes r ss be , Yr eo —— | citizen is entitled to say “Give me my Battle 50 Units of Electricity 
p incipally because the voluntary == |S we pers, tne ly A | 1 FUEL UNIT EQUALS “Fuel Target” Is Flexible 
a peals were not specific enough in S35 al | sour en Gad am vous cums tanaar Ge Ge pun Eawp cite Gothen of FenGo | a " 
their individual application. As a 5" Lepemtereceorw At) — your Tange by doing with lew fuel and we shall win the | og. gin The “fuel target” established by 
t . : Battle tor Fue sy cow . _ : — , 
result, the Ministry of Fuel and Ga Watch your fuel consumpoion day by day and week by ' Sen the Ministry in its advertising estab- 
, au ” weck © make sure vou are tek made the target Wanh +S > > ‘ ey et 
Power has now begun a campaign iahtate oa f ac teh Ge tae w fe OEE te chan ok Oden ame Tees lishes a fuel unit equal to ‘2 cwt. 
in which definite objectives in fuel a ull ae eee Ln een ee of coal or coke, or 500 cubic feet of 
- wll work together and show that a free opie can 4 ahs! . . * 

uce are set up for every size of = Sal hina: er gas, or 50 units of electricity, or one 
house in each section of the country. vm sgomon “tenes teeter eat WHAT You Do = — gallon of paraffin. The “target” is 

Spearhead of the drive was & LY bieeecte neers Bpretam IT as somewhat bigger for homes in Scot- 
half-page advertisement in news- # a =" - land and northern England than it 
papers—one of the largest adver- t —__—_—__ - — m5 nay ao eann oo as tow is for the Midlands, and is sstill 
ti-ements to run in recent months— smaller for southern England. The 
in which the Ministry outlined the Half-page newspaper advertisement of the British Ministry of Fuel and Power, maximum size of the “fuel target,” 
“fuel target” for a year, and urged which appeared Aug. 23, in what many consider a last-ditch attempt to cut down covering a house of seven or more 
public compliance. fuel consumption on a voluntary basis. rooms in the north, is 170 units per 

Although fuel conservation re- | year, plus 15 units additional for 
mains thus far on a_voluntary|this, a curious situation developed His Sunday Times ran the Minis- | each person in the family. If six 


basis, those who fear fuel rationing! in connection with Lord Kelmsley, try’s half-page advertisement on people lived in a seven-room house 
nd declare that such drastic action | proprietor of the London Daily Aug. 23, along with other papers of |in Scotland, then, their total “fuel 


he the advertisement the beginning of | well as of a number of provincial issue explained that “we give great | units, or in terms of coal or coke, 
y rationing system. As a result of | dailies. space today to the Ministry’s adver- 6142 tons. 
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Man found ready-made for him, the two items he consumes in greatest 
quantity ... water and milk. But it remained for him to invent the mill 
to make his paper, which has attained an astonishing third position among 


his needs. Paper is essential to the American way of life. Champion has 


played an important part in the past fifty years of paper history, and is 
today the largest manufacturer of printing papers. More important, it offers 


great stands of timber, the facilities of three large mills, and the genius 


of its personnel, for the production of war materials and the development g Got 


of new aids to victory. Champion meets all demands made 


. Py ICTORY | 
upon it by Government and the armed forces, and also is Y Buy 
WAR 


AMPS 


developing paper substitutes for certain critical materials. 


MILLS AT HAMILTON, OHIO .. . CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


wy DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


. is not necessary professed to see in| Sketch and the Sunday Times, as that date, but in an editorial in that | target” for the year would be 260 | 


agency executives and advertising 
managers, released this week by 
Station WOR. The study was con- 
ducted by Paul Stewart and Asso- 
ciliates. 

Most of the men interviewed said 
they were “fed up” with trick ad- 
vertising; they criticized the prepa- 
ration of costly material at this 
time; and declared themselves 
“weary” of promotional boasts 
“minus the data to back up the 
boasts.” The “subtle knocking” of 
competing stations was also con- 
demned. 

Other points brought out by the 
survey included the following: 

Advertisers show little interest in 
the war effort of radio stations; 
they are very much interested in 
specific time available; they deem it 
unnecessary for stations to try to 
make comparisons between cost- 
per-thousand rates of radio stations 
and magazines and newspapers, 
since no acceptable yardstick is 
available. 

Competitive figures on station au- 
diences were termed desirable by 
the admen questioned, and informa- 
tion dealing with the successful use 
of the medium by other advertisers 
also drew interest, 


‘Men of Dodge’ to 
Contact War Workers 


Under the editorial direction of L. 
J. Ouellette, Dodge Division of the 
Chrysler Corporation is keeping in 
touch with its field men and factory 
executives who are now engaged 
in war activities, through “Men of 
Dodge,” a mimeographed newspaper 
published “when the spirit moves 
and company business does not in- 
terfere.” 

Subscription is “paid” by a letter 
from an eligible recipient, giving 
full facts (subject to censorship reg- 
ulations) concerning his where- 
abouts and his job. To date, after 
three issues published at monthly 
intervals, letters have been received 
from former Dodge men now with 
the armed forces in remote spots on 
the globe. These are edited, and 
highlights of the writers’ experi- 
ences are published in succeeding 
issues. 


Bears’ Games on WENR 

The 1942 National Football League 
games of the Chicago Bears will be 
described exclusively over Station 
WENR for the second consecutive 
year under sponsorship of the Pabst 
Sales Company. The 11 Sunday 
league games will be reported by 
Jack Drees, Chicago sports an- 
nouncer. Lord & Thomas handles 
the account. 


Byrne Agency Moves 
Richard W. Byrne, San Francisco 

advertising agency, has moved from 

321 Bush street to 57 Post street. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 
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September 14, 1942 


Not So New 


To the Editor: That Ballantine 
illustration captioned “New Photo 
Technique” in your Aug. 3 issue is 
really not so new after all. 

It was just a little over ten years 
ago, in the spring of 1932, that the 
Samuel C. Croot Company used 
“First-Person Photography” to add 
to the attention value of advertising 
prepared by R. F. Simmons Com- 
pany. 

We are enclosing proofs of three 
of these ads which ran in The Liter- 
ary Digest, National Geographic, 


New Yorker and Time, and believe | 


your readers might be interested in 
seeing them. You will note that 
the caption under one of our main 
illustrations reads, ‘First - Person 
Photography by Royer-Shannon.” 


For it is this same J. Wilson 
Royer, credited by J. Walter 
Thompson with having developed 


this new technique, who made our 
photographs—using the same type 
of ‘“‘top-silvered” mirror to get the 
short-and-long-focus “reader par- 
ticipation” effect. 
S. C. R. PARKHURST, 
Copy Chief, Samuel C. Croot 
Company, New York. 
v v v 

‘Diary’ Is First 
on Ad Man’s List 

To the Editor: I can’t refrain any 
longer from expressing my appre- 
ciation in reading your weekly fea- 
ture, “The Diary of an Ad Man.” It 
has become must reading on my list 
and I invariably find myself looking 
first for this feature when I receive 
your interesting paper. 

This “Diary” makes a fellow feel 
glad he is still in advertising even 


though friends on all sides of him} 


are leaving the field, either going 
into the armed forces or to more 
lucrative jobs in war industries. 

I hope you will continue this fea- 
ture and congratulate you on your 
splendid publication. Keep up the 
good work. 

Howarp C. Berky, 

Advertising Manager, North 

Penn Reporter, Lansdale, Pa. 

v 


Copywriter’s Prayer 
—in the Bible 


To the Editor: Apropos the Bi- 
ble in advertising as noted by the 
“Diary of an Ad Man,” with addi- 
tions by “Rough Proofs,” has any- 
body discovered the copywriter’s 
prayer that the old Prophet Isaiah 
bequeathed to us moderns? 

It reads: 

“So shall my word be that goeth 


forth out of my mouth: it shall 
not return unto me void but it 
shall accomplish that which I 


please and prosper in the thing 
whereto I sent it.” 


Voice of the Advertiser 


This department is a reader’s forum. 


SAME TECHNIQUE 
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The use of “reader participation” photo- 

graphs isn't exactly new, as the illustra- 

tion for this 10-year-old ad seems to 
show. It appeared in May, 1932. 


determined in an individual case is | 


whether tobacco is, or is not harm- 
ful. This cannot be done without 
determining what the habit consists 
in. 

“It is true, as stated in the next 
paragraph, that several writers 


, ascribe the injury to the smoke, and 


not to nicotine at all. This 


was 


shown years ago in German work | 


given in the next paragraph, accord- 
ing to which carbon monoxide was 


!a serious factor. 


| the 


| with nicotinic acid has no experi- | 


“The next statement that smoking 
provides nicotinic acid as a vitamin 
is unproved, so far as I am aware. 
I have never heard it stated that 
need of smoking is due to a 
craving for nicotinic acid as a vita- 
min. The inference that smoking 
is one method of supplying the body 


| mental basis that I have ever heard 


jand B, 


You'll find it in the 55th chapter | 


of Isaiah if you care to look it up. 
There's a lot of good stuff preced- 
ing the 11th verse, and in all hu- 
mility I'll attest its efficacy. 
M. C. Durst, 
Owen-Fields, Inc., Kansas City, 
Mo. 
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Takes Issue with 


Cigaret-Vitamin Article 

To the Editor: We are interested 
from a nutrititonal point of view in 
the article you ran on Page 27 of 
your Aug. 17 issue concerning cig- 
arets and vitamins. 

Conclusions reached by the Prog- 
Digest, quoted by you, are 
absurd on the face of things because 


ress 


nicotinic acid, an important ele- 
ment in the vitamin B complex 
bears no relation whatever to the 


nicotine which is present in tobacco 

I have shown your article to the 
emeritus director of our department 
of research, Dr. Alonzo E. Taylor, 
and have checked both in Ayer's 
and in the Standard Rate and Data 
Service, neither of which list the 
Progress Research Corporation. For 
your information, Dr. Taylor’s mem- 
orandum to me regarding the article 
in question has this to say: 

“Going down the article, it is. of 
course, true that the first fact to be 


ES aa : 
i oS °; g 


ate 


of. The idea that persons who take 
little nicotinic acid in their food de- 
sire to smoke more than persons 
who take much nicotinic acid in 
their food, is a pure invention, so 


far as I have ever heard. The idea | 


that one should judge the use of B, 
by the amount of smoking 
done, is sheer propaganda. The 
final sentence that ‘The helpful or 
harmful effects credited to tobacco 
are the result of unbalanced diets,’ 
is again sheer propaganda.” 
W. Howarp CHASE, 
yeneral Mills, Inc., Minneapolis. 
v v v 


Renews Appeal for 


Newspaper Scrap Drives 


To the Editor: Five weeks ago I 


appealed to the publishers of Amer- | 
ica to adopt the Nebraska plan of | 


scrap collections, urging them 
join with the Omaha World-Herald 
in aiding the nation to overcome a 
critical shortage of scrap metal. 
None responded. 

Now, after three weeks, the peo- 
ple of this state have demonstrated 
that the scrap can be gotten, if en- 
thusiasm, energy and_ leadership 
are provided. The newspapers can 
provide these essential elements of 
success, and I know of no other 
agency that can do the job. 

Our people, during the three 
weeks contest, took the national 
leadership in scrap collection, turn- 
ing in, during that brief period, 
over 65,000 tons. This is one-half 
of the state’s quota for the entire 
six months from July to January. 
It amounts to more than 100 pounds 
per capita. 

And these three 


weeks have 


brought the people to a keen real- 


Letters are welcome. 


to | 


|ization of the national need for 
scrap, an organization for getting it, 
and the determination to keep on 
providing it. We know that we 
will get additional metal in Nebrska 
in the tens of thousands of tons, 
metal that would never have been 
made available to the mills without 
such a program. We have not quit; 
and we won't quit. We will go on 
to more thorough work, to new 
heights of individual and united ef- 
fort, strengthened by the knowledge, 
spirit, drive, zeal, aroused during 
the three weeks effort. 

Because the plan has proved its 
success in this farm state, in the 
midst of harvesting, I am repeating 
my appeal to other publishers to do 
in their states as the newspapers of 
Nebraska have done. They, and 
they alone, can provide the spark 
needed for united effort. They, and 
they alone, can implement plans and 
words with deeds. In undertaking 
such tasks as these, they will fulfill 
the function of a free press in a 
| democracy. 

All of our plans, our experience, 
/our help, is theirs for the asking. 

HENRY DooRrLy, 
Publisher, Omaha World-Her- 
ald, Omaha, Neb. 
| * VT F 
Slade Defends Tin 
Can Salvage Efforts 


To the Editor: I just finished 
reading Leo P. Bott, Jr.’s letter 
in the September 7 issue in the 


“Voice of the Advertiser” column. 
Inasmuch as your publication saw 
fit to give a column of space to this 
letter, I believe it should be an- 
swered by someone who is closely 
}and actively associated with the 
subject he covers. 

I might add that the work I and 
other members of the Wayne 
County Salvage Committee do, as 
| well as the help we receive from 
hundreds of other people, is entirely 
voluntary. The time and effort is 
|freely given to this vitally impor- 
tant home front activity. 


/her hand on top of the sink. 


Mr. Bott says the average woman 
opens three to five cans a day. The 
national average worked out care- 


|fully by the War Production Board 


| 


| As to Mr. Bott's letter, Detroit did | 
|not fall short of its tin can salvage | 


quota by 90 per cent as he states 
| Chicago did. As a matter of fact, 
ithe first collection netted 450 tons, 
| representing 10,000 pounds of pure 
| tin and the balance in good grade 
|scrap steel. This first collection 
|was made after only a few weeks 
of public education in which the 
|/newspapers supported the commit- 
tee’s efforts with consistent and gen- 
jerous space. The housewife re- 
sponded and most of this salvage 
material is now on its way or has 
reached the de-tinning plants. 
ture collections, 
|perience in other cities, should be 
much greater as preparation of cans 
| becomes a home habit. 

| There are very good reasons why 
tin cans have to be prepared, and 
| the easiest way to spread the bur- 
| den of preparation as well as elimi- 
|nating any special cost of prepara- 
tion is for the housewife to prepare 
‘the can immediately after use. If 
the bottom of the can was not re- 
| moved or opened valuable de-tin- 
ning fluid would be lost as it would 
be carried from the drums by the 
cans. Labels are easy to remove 
and cleaning of the cans a matter of 
holding under the water faucet. 
Cans are mashed flat to save valu- 
able transportation facilities—space 
in the trucks, space in the gondola 
cars, and space as well in the de- 
tinning drums. 

The act of preparation is not ask- 
ing a lot of any woman. If the old 
fashioned can opener is too much 
trouble, the 5 & 10 cent stores still 
have a plentiful supply of automatic 
types, ranging from a small device 
which is quite efficient for only 10 
cents. As to cutting her hand, 
women, I believe, were known to 
cut their hands even before the 
present campaign. As to mashing 
the can flat with the foot, the heel 
has nothing to do with this opera- 
tion. It is done with the flat of the 
sole. Or if the woman wants to, she 


could mash it flat with the heel of 
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Fu- | 
according to ex-| 


is 38 cans a month. Naturally, this 
figure varies greatly with different 
families. He also says it would take 
her about two hours to put the cans 
in condition, on the basis of three to 
five cans a day. 
the dexterity and efficiency of the 
average woman in her kitchen. She 
wouldn't take that long to prepare 
a full course dinner for a family of 
five. Five cans could easily be 
fixed in 15 minutes—little enough 
time compared to the time it takes 
for our armed forces to train and 
prepare for offensive tasks, such as 
the Solomon Islands recapture. 

As to the Boy Scouts or other 
worthy organizations, the Boy 
Scouts here in Detroit at least are 
doing a bang-up job in many ways. 
Right now, for example, they are 
organizing to be of primary assist- 
ance in a giant, one-day, county- 
wide “Buy-A-Tank” drive for sal- 
vage, scheduled for Sept. 26. 

As to fighting with our backs to 
the wall, we certainly are when it 
comes to tin supplies, with 90 per 
cent of the world’s available supply 
in the hands of our Japanese en- 
emies. There is no substitute for 
tin in dozens of war production ap- 
plications. 

Criticism of Washington planning 
is the prerogative of all our citizens 
in this free democracy. 
sake of plain, every day justice, our 
criticism should be based on factual 
data. Misinformed propaganda can 
go as far to help bog down the war 
effort as defeatist rumors. As Presi- 
dent Roosevelt mentioned in his 
most recent speech, our final objec- 
tive is victory, and not to make the 
way easy or comfortable for any 
particular group. 

BLOUNT SLADE, 

Advertising and Publicity, 

Wayne County Council of De- 

fense, Detroit. 
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OCD Disavows Control 
Over Local Agencies 

To the Editor: I had inquiry 
made regarding the consumer liter- 
ature offered for distribution by the 
New York City Office of Civilian 
Defense, and received a report 
from James Kirby, who later con- 
tacted you, to the effect that there 
were pamphlets from numerous 
government agencies, but no public 
display of Consumers’ Union litera- 
ture. He did find a privately owned 
bound copy of “Bread and Butter” 
but the copies were addressed to a 
regular subscriber. It may be, of 
course, that the display was changed 
after your reporter made inquiries. 

I believe Mr. Kirby explained to 


v 


| 
| 


you that the U. S. Office of Civil 


| Defense does not control the acti 


| 


He underestimates | 


| governmental 


But for the | 


ties of local defense councils. \\e 
operate through nine regional 
fices. These regional offices, in tu 
work through state and local a 
fense councils. In the case of N: 
York City, the responsibility for 
activities of the local defense cou 
cils rests with Mayor LaGuardia. 

Obviously no federal agency wo 1 
permit the use of its offices for 1 
advertising of a commercial prod 
or for the indirect solicitation 
subscriptions to a privately -own 
publication. I do not know whet! 
such a policy is followed in yo 
city and have no comment to ma 
on the matter. 

JAMES M. LANDIs, 
Director, Office of Civilian De- 
fense, Washington, D. C. 
v v v 


Stein Uses Direct 


Mail to Restate Plan 

To the Editor: Undoubtedly t 
recent drastic elastic freezing orde 
have proved confusing to your rea 
ers. To clarify our own position, \ 
are mailing out letters to all of o 
20,000 customers, including the bu: 
ers of Paris garters, suspenders ar 
belts, and corsets. 

We are explaining to these buye: 
that we will continue to deliver ou 
elastic products to them, subject t 
regulations, in co! 
formance with our “fair-shar¢ 
plan. As we previously wrote then 
the impact of the war economy wa 
bound to seriously affect our indus 
try. We believe future restriction 
will be progressively more severe 
To quote part of the letter: 

“It is our considered judgmen' 
that there will be greater emphasi 
than ever on war production, So- 
called ‘essential civilian needs’ anc 
their transportation will be drastic 
ally curtailed and subordinated t 
military needs. 

“Do not permit the many prob 
lems confronting you to confuss 
you. Fast moving, desirable mer 
chandise like ours should be bought 
while it can be obtained and trans- 


ported. You cannot sell what you 
haven't got. Plan now to take car: 
of your customers’ needs severa 


months hence. Their requirement 
will be great—their earning powe 
high and their spending ability un 
abated.” 

The “fair-share” plan referred to 
has been in effect throughout th: 
year. Under it the dealer is allotted 
merchandise equal in dollar volum 
to purchases in 1941. A further pr 
vision restricts the sale of our prod 
ucts to established outlets. No ne) 
accounts have been opened since 
October, 1941, our purpose being | 
service our established outlets 
long and satisfactorily as possible 

J. E. FLEISscH, 
A. Stein & Co., Chicago 


NEW 


FAWCETT WOMEN'S GROUP 


dn VOMUNCECS 


Its November advertising revenue is the 

HIGHEST November on record, and the 

second highest month in the entire history 
of the company. 


Advertising revenue for the first eleven 
months of 1942 is substantially ahead of the 
same period in any previous year. 


During October Fawcett will distribute 12,754,950 
magazines to the more than 93,000 news- 
stands in the United States. 


FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS « ROMANTIC STORY « MOTION PICTUR 
MOVIE STORY + HOLLYWOOD 


FAWCETT PUBLICATIONS © INC. 


YORK e CHICAGO *© LOS ANGELES © SAN 


FRANCISC 
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To be quite honest with all of you, we did not realize 
how far reaching, how complete was the influence 
of the more than 50 periodicals published by Fawcett 
Publications, Inc.—not until we began the labor 
pains of this omnibus. Q Certainly we knew that 
among our magazines is one with the fourth largest 
newsstand sale in America. Q We knew, too, that 
the FAWCETT WOMEN’S GROUP has the largest 
newsstand circulation of any magazine or magazine 
Group. Q We knew that nearly a million men 
voluntarily purchase copies of the FAWCETT 
MEN’S GROUP at the newsstands each 
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month. Q We knew how all-inclusive is our long list 
of specialized titles —the largest assembly of premium 
priced periodicals in existence. Q. We knew that our 
list of Comics, with their nationally popular family 
of characters headed by the redoubtable Captain 
Marvel, is one of the outstanding circulation successes 
of recent years. Q But not until we drew them all 
together, and focused our sights did we realize what 
an honest statement is the one we feature above. 
Q, Won't you journey briefly with us as we survey 
the largest family of regularly issued periodi- 
cals in the history of world publishing? 
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SACRIFICE WARRiAGE | 


The year 1941 was the most successful in the 21-year history of Fawcett 
Publications, Inc. Thus far in 1942, there is a gain in advertising revenue of 
12% over the record-breaking figures of 1941. 


The largest contribution to this imposing company record was made by 
the FAWCETT WOMEN’S GROUP, today the leader in a field of important 
periodicals whose present position is a direct reflection of the vastly increased 
wealth and spending power of the American wage earner. 


To tell the complete story of FAWCETT WOMEN’S GROUP would require 
this entire insert. Therefore, we will confine ourselves to a brief highlight on 
each member of the Group. 


TRUE CONFESSIONS, spearhead of the Group, is today selling over 
1,300,000 copies at the newsstands each month—a bonus of 350,000... 
ROMANTIC STORY has rolled up a circulation gain of 41.3% during the past 
12 months... MOTION PICTURE, as you know, is the pioneer of all screen 
periodicals having seen its first light of day in 1911... HOLLYWOOD is the 
brief, newsy reporter of the Hollywood scene to almost 500,000 avid fans... 
MOVIE STORY, which fictionizes current hit pictures, is by far the largest 
publication of its type in existence. These magazines in combination had a 
circulation of 2,879,000 for the first six months of 1942. 


lilustrated here and a natural outgrowth of the LIFE STORY, three years old and thriving, is 


Fawcett extensive editorial departments are numer- accepting advertising. Premium priced at 25 cen 


ous specialized titles, which enjoy a wide accept- it is editorially, America’s largest true life roman’ 


ance and sale throughout the country. magazine, 
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SPOT, Fawcett’s thriving member of the picture magazine fraternity, 
features the world through the camera’s eye with good humor, good 
taste and a high degree of editorial intelligence. Under the guidance 
of a former editorial associate of Life Magazine, SPOT has increased 
its circulation by 35.5% for the first six months of 1942, and is now 
accepting advertising. 
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ett FAWCETT MEN’S GROUP offers one of the largest units of exclusively man’s 
of circulation in the entire publishing industry. Today, circulation and adver- 


tising volume is the highest in its history—the latter 30.8% over the fine 


by record of 1941. Statistics reveal more than 800,000 monthly newsstand pur- 
™ chasers, 70.2% of whom are mature men averaging well over 30 years of 
= age, who are predominantly of the high wage, skilled workman class. 
ire The importance of this all-man market today cannot be over estimated. 
” Full employment of skilled and semi-skilled wage earners has greatly 
changed the economic picture of America. This great segment of employed 
_ wage earners is largely in the C, D and E income groups comprising 93.0% 
_ of the total U. S. population which in 1942 will account for 77.5% of the 
pen estimated 47 billion dollars optional spending power. 
me We have dramatic evidence to show you that FAWCETT MEN'S GROUP 
mn readers bulk heavily in this newly created bracket of wealth where there is 
da more free spending money today than ever before in the entire history of 
the country. 
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Out of the editorial loins of MECHANIX 
ILLUSTRATED have come the Fawcett 
Family of specialized periodicals selling 
at the premium price of 50 cents per copy. 
Each containing 144 pages of vital text, 
these publications have made a solid 
place for themselves .in the affection of 
men of particular mechanical bent and 
those advertisers who serve them. 


MECHANIX ILLUSTRATED, the only 10 cent maguzine in its field, is the daddy 
of the largest brood of premium priced periodicals in America. It has by far 
the largest percentage of newsstand sale of all mechanical publications —it 
being the Fawcett policy to specialize in demand circulation at the newsstands 
for greater profit to the publisher and greater responsiveness for the advertiser. 
The present and future of this important magazine seems assured in a world 
that is rapidly becoming mechanized. 1942 circulation is fully 33% over 
1941. Spring issues show better than 300,000 per issue—over 96% single 


copy sales at the newsstands. 


| Outgrowth of the MECHANIX ILLUSTRATED photography 
section are PHOTOGRAPHY HANDBOOK, profusely i!!¥s 
trated project book, and GOOD PHOTOGRAPHY, th 
full-dress magazine which reflects the finest om® 
and professional camera work. Each averages well ove! 


50,000 readers per issue at 50 cents a copy—° truly 
ive field 


teu! 


1 
remarkable achievement in this highly competit 
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Closest ally of Captain Marvel among Faweett's 


great family of Comic characters is Spy Smasher 
(whose code is “death to spies in America’). 
Spy Smasher and his breathtaking adventures in 
defense of his patriotic code is being shown on 
the screen in thousands of theatres during the 
current season, 


Led by the nationally famous Captain Marvel, preeminent among comic 
magazine heroes, Fawcett in less than three years has attained top ranking 
in a field which now numbers more than 10,000,000 monthly circulation. 
; The total Fawcett monthly impact on the great juvenile market is estimated 


at more than 2,000,000. 


Captain Marvel, featured in his own CAPTAIN MARVEL ADVENTURES, 


. with its more than 450,000 circulation, as well as in the original WHIZ 
' COMICS, with its more than 400,000, has enjoyed the widest exploitation. 

Captain Marvel has also been featured in a long list of other periodicals, 
e books and jigsaw puzzles —and finally as the principal character in a 12-part 
. | serial released by Republic Pictures, which has already played and is 


scheduled to play in some 7,000 theatres. 
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sly illus The latest and most important addition to this great family of comic 
HY, the magazines is CAPTAIN MIDNIGHT, Star of Radio and Movies. 
— q_ Other original Fawcett achievements are the two largest Comics in 
¥ pore existence—XMAS COMICS and GIFT COMICS—each with 324 pages 
ve field of vibrant action, premium priced at 50c and knockout sellers, both. 
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THE FAWCETT DISTRIBUTING CORPORATION 


The distribution of national magazines is a complex and scientific business 
requiring a highly specialized and trained organization. 


The Fawcett Distributing Corporation, a subsidiary company, is such 
an organization, and is responsible for the merchandising and sale of Fawcett 
periodicals in practically every city, town and other populated place in the 
United States and in many foreign countries where American magazines 
are available. 


Space here permits only the briefest mention of the many departments 
and intermediate steps required to insure prompt and efficient magazine 
distribution from print order meeting to reader. Included are the order regu- 
lating, traffic, redistribution, returns and billing departments; 750 wholesalers 
who service more than 80,000 dealers including syndicate stores, drug stores, 
bus and railroad terminals, hotel stands, street stands, and army and navy 
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post exchanges in towns and districts from 10,000 to 10,000,000 population; 
and numerous galley operators who service 20,000 more similar outlets in 
towns of 200 to 10,000 population. 


Scores of Fawcett promotion and field men are located in all important 
centers to insure the efficient allocation and distribution of magazines from 
printing plant to the individual man, woman or child who purchases a 
Fawcett periodical at the corner store or newsstand. 


Important is the fact that the job of producing, distributing and selling 
more than 68 millions of Fawcett publications a year—perishable merchan- 
dise, because each magazine carries a date line—is controlled by one company. 


Thus it is that Fawcett periodicals can be so scientifically merchandised — 
insuring a flow of circulation, which by means of its extreme elasticity, parallels 
the flow of retail sales right across the country. 


AND HERE ARE THE BOTS 


The executives of the Fawcett Publica- 
tions, Inc., are young men. Their aver- 
age age is 34.5 years, the oldest 43. 

In 1930 the entire organization oc- 
cupied the second floor of a tiny, two- 
story building on the main street of 
Robbinsdale, Minn. 

Today, twelve years later, the 
Fawcett editorial and advertising de- 
partments alone occupy | 


W. H. FAWCETT. JR. ROGER FAWCETT 
President Vice-President 
and General Manager 


more than two floors in 
a block-long building, 
twenty-odd stories 
above Times Square, 
New York City. The 
Fawcett Distributing 


Corporation has its own ALLEN E. NORMAN 


building in Greenwich, Secretary 


ELIOTT D. ODELL RALPH DAIGH 


GORDON W. FAWCETT ROSCOE K. FAWCETT 


Pe PF 


Advertising Director Editorial Director Circulation Manager Art Director Comptroller 


Conn., and has grown to absorb three 
adjoining buildings. There is a large 
office and staff in Chicago, another in 
Hollywood, another in Louisville, and 
a modern, spacious photographic 
studio in New York. 


That growth has pyramided from 
the flying start given the company by 
aa enna i Corp. its world-famous founder, Capt. W. H. 
Fawcett. Billy Fawcett 
was a young man when 
he published his first 


magazine in 1921. His 


; sons and executives are 

young men as they carry 
ik on with the natural, com- 
petitive vigor of youth, 


ALLAN M. ADAMS AL ALLARD F. G. EDGEWORTH 


the business he founded. 


NEW YORK + GREENWICH + CHICAGO + HOLLYWOOD + LOS ANGELES + SAN FRANCISCO 
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Del Monte Foods 
i Glass Get 
Eig Promotion 


San Francisco, Sept. 10.—Califor- 
Packing Corporation will step 
promotion of its Del Monte foods 
glass next week, with a double 

p ge in the Sept. 18 issue of Life 
the forerunner to the heaviest | 


Dittman Named to rs u rvey Cc hec ie preted 


. influence in selecting radio pro- Director & Lane, New York, has 
Consumer Committee Ace. § f giams, since they are not as apt to| been named to direct advertising 
Harry M. Dittman, head of Ditt-| ge. ex 2) be out or occupied with household for the Jane Manner School for 
man Advertising Agency, Phila- . . duties during the evening hours. Radio, Stage and _ Speech; and 
delphia, has been appointed to di- Radio Audiences Night games naturally had but a Stylecraft Jewelry Company, both 
Sous public relations and advertising New York, Sept. 8.—The day and Small propertion of younger listen- of New York. — = 
for the consumer's protective com- hour of baseball broadcasts has a/ ers under the age of 20. There was A.M 
vy Pe eee marked effect upon the “types of 4 marked dearth of listeners in the Hawley Named A. r 
. we ‘fe ~ x 9H9C {90a raecCke > aa < Jaw ’ slaw as sti c ‘Ore 
The committee, in collaboration | listeners attracted, The Pulse of | 29-29 age bracket, the group most) Newton Hawley, assistant adver 


: tet pir , : jec ¥ ‘alls, for all games. | tising manager for National Fire In- 
with the school extension division,| New York .. determined recently Subject to draft calls, ‘ é . * 
le 2 New York, Inc., determined rec : age bracket 30-44 made up surance Company, Hartford, Conn., 
; raalc | has . ‘ od advertising man- 
ey da ae oy the largest group of the mid-week has been named ac 
listening to learn the age and sex night game listeners ager, succeeding Jarvis Mason, 


will launch a series of 14 free con-|jn a 
sumer education courses in various | 
Philadelphia high schools in the! o¢ pome-listening audiences of base- 
evenings. 


ball games. 


All games received a sizable lis- Dalton to WPB Tobin to Ayer 


vertising yet placed behind the Gets Chemical Account \tening audience among women. 


ss-packed line. 
For a number of months, the 


—_ - 


‘| Monte canned foods in _ its 
tional magazine list. The full 
lor spread in Life, however, will 
devoted exclusively to the glass- 
cked products, depicting 13 varie- 
's of Del Monte foods in glass jars. 
Grocers contacted by Del Monte 
epresentatives and through its own 
aper for the trade, “Del Monte 
\dvance News,” are asked to re- 
ember that the foods in glass are 
supplement to—not a _ substitute 


r—the regular line of foods in| 


ans which the company hopes to 
ontinue supplying in reasonable 
mounts. In glass, however, the 
product can help boost sales by 
giving a visual demonstration of the 
line, and grocers are urged to tie in 
vith the fall advertising by means 
f various Del Monte displays. Im- 
portance of establishing a “foods in 
glass” department and aé_ special 
helf section is stressed, in order to 
provide maximum merchandising 
and sales of the new lines. Del 
Monte alone is distributing more 
than 30 styles of fruit and vege- 
tables, plus coffee and other prod- 
ucts, in glass containers. 


Help Boost Sales 


“Foods in glass help interest 
women in the less familiar fruits 
and vegetables, as well as their old 
favorites like corn, peas’ and 

s,” the company pointed out. 
at’s an important factor, espe- 
lly if you can’t get all you want 
the varieties that are ordinarily 
your big volume sellers.” 

Grocers are offered a new manual, 
“Selling Del Monte Foods in Glass,” 
illustrating merchandising ideas in 
actual operation. The company also 
offers store signs tying in with the 
government’s nutritional program. 

As in previous years, California 
Packing will urge grocers to make 
the most of related item sales, 
including tie-ins with radio adver- 
ising of Pet Milk Company next 
month, with Pet milk and Del 
Monte prunes teaming up in a 
recipe for a “Victory prune salad,” 
nd tie-ins with Cream of Wheat 
Corporation’s magazine and radio 
promotion of “America’s Double- 
Duty Breakfast” featuring the 
cereal with dried prunes and raisins, 

d canned fruit juices. Displays 
lor those merchandising opportuni- 

s have been made available. 


Breckenridge to K &E 


Wilder Breckenridge, formerly 
general manager for Newspaper Ad- 
veruising, Inc., has joined Kenyon & 
Echardt, New York. Mr. Brecken- 
ridge, in 1938, became sales mana- 
ge. for the American Newspaper 
Publishers Association’s Bureau of 
Ac vertising, and was associated with 
the inauguration of the Continuing 
Study of Newspaper Reading, an 
Advertising Research Foundation 
project. 
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Forms Company 

€ Stedman Macfarland, Jr., for- 
me: senior partner of Macfarland 
* lieaton, publishers’ representa- 
‘ve has formed his own organiza- 
Nor The Macfarland Company, 
offices at 289 Fourth avenue, 
York. The company will rep- 
reset educational, religious and 
fade periodicals. 


Pullman to Magazine 


_M iam H. Fullman, formerly a 
Rem oer of the New York World- 
: ‘am advertising staff, has been 
_ | Eastern advertising manager 
7 cecessful Living Magazine and 
urval of Health, published by 
oa s Henry Publications, New 
r 
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Pepgo Chemical Products Com Contrary to general supposition, 
c . > . 
pany, Philadelphia, has named Solis however, night games drew a 


door-to-door survey of radio The 


Samuel A. Dalton, president of Stanley Tobin has resigned as 
Typographic Service, Philadelphia, publicity director for Geyer, Cor- 


has taken a leave of absence to join| nell & Newell, New York, to join 
npany has included promotion of |S. Cantor Advertising Agency, smaller proportion of men listeners the War Production Board 


foods in glass side by side with Philadelphia. | than daytime games. This was inter-/| vation division. the public relations staff. 


as reflecting the woman's PD & L Adds Two Accounts 


resigned. 


, conser-|N. W. Ayer & Son, New York, on 


VANTED. perter 
EXECUTIVE UNDERSTANDING 
OF WARTIME ADVERTISING! 


Do your company heads know how 
advertising can help fight the war? 


A.B.P.’s “Guide” helps advertising men and sales managers demonstrate 


the many important uses to which advertising is being put today. 


"The 'Guide’' helped our company understand how we 
could do exactly what the business paper editors 
do... use our space to transmit useful informa- 
tion from where it is to where it is needed." 


An Advertising Manager, New York City 


WOULDN'T YOU LIKE TO HEAR YOUR COMPANY HEADS SAY THIS? 


"Business paper advertising is much more vital to our 


present and future welfare than it was in the days when 


our chief problem was simply Selling! Today it is neiping 


us solve four problems." (1 he Provident of 4 prominent manufactur 
concern alscusies the wartime uses of adverts Nk, A i?v lof ma igement 


in the first Supplement to the "Guide." ) 7 


"If our advertising failed to deal helpfully with the 


readers' problems. ..if it confined itself to extravagant 
bragging about our line and our company . . . they not only 


wouldn't read it, they would criticize us for trying to 


impose upon their time and their intelligence. We keep our 
business publication advertising useful to the readers!" 


(The intel t large CONNHMEV 2B d manhlacthrin 
elubo if¢ “pon the prot Pa 


company says tht 
e¢ 40 f th “Cnide? ae 


IS THE “GUIDE” USEFUL? Ask the Man Who Has Used One 


"It distinctly helps us think through the many problems facing us 
nowin advertising and selling.''—Advertising Manager, Wilmington, Del 


"Full of useful information. It is easy to read due to the manner 
in which the comments are presented. The direct and effective 
use of two and three syllable words to strike the theme is to be 
recommended as worthy of special notice.’ — Advertising and 
Export Manager, Les Nietos, Cal. 


"The most outstanding study we have read on the subject. 
Brief and concise, it gets over its points with the simplicity of a 
primer, and the wallop of a torpedo.'’ — Head of on advertising 
agency in Philadelphia, Pa. 


An added benefit that accrues from the proper use of this “Guide,” 
according to those who have used it, is the way it dispels executive 
doubt concerning the et/ics of advertising at this time ; demonstrates 
that wseful advertising needs no defenders! 

The “Guide” ts a sound foundation upon which any advertising 
man or sales manager can base his own presentation to the men who 
pay the bills. Send for it now and you'll receive additional up-to- 
the-minute case studies, free, as fast as they're produced. 


to their subscribers and helping advertis- 
ers get a bigger return on their investment. 


- SEND FOR YouR FREE copy oF THIS 
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V4) PAGES OF PRACTICAL HELP 
Demonstrates, by example, how priority- _ 
stricken, war-burdened Management can use 
advertising to help solve wartime problems; 


help speed war production; help clear up | 
wartime customer-relation problems; help | 
build a sound foundation for future business. 


WHAT TO DO WHEN WAR NEWS 
MAKES YOU FIGHTIN’ MAD 


Many an advertising man has asked himself at some time 
since Pearl Harbor, “Am I kidding myself ? Couldn't I find 
something more helpful to do in the armed forces, even if 


I had to take a desk job?" 


There's a simple way to find out the answer to that one 
Richard Hayes, Advertising Manager of The Okonite Com 
pany did. He didn’t start out with that problem in mind, 

- but that was one good by-product of a simple presentation 
which he made up in order to show his company heads, 
specifically and by example, exactly why they should keep 
on advertising today. 

Says Mr. Hayes, “I know I've worried a great deal about 
just how much our advertising was contributing to the wat 
effort. After | had done this job for our executives, I found 
that we were doing much more of a helpful nature in our 
advertising than | had dreamed of. I realized, too, that 
there were still many things we could do to help.’ 

Ask the Representative of Any A.B.P. Paper to Show 
You Mr. Hayes’ Presentation. Every publication which is 
a member of this Association has been supplied with a 
plain, homely, but vecarate replica of Mr. Hayes’ presenta 
tion. If you feel that any of your company heads do not 
understand the full significance of wartime advertising, ot 
if you, yourself, question the value of your own contribu 
tion to the war effort ai anv advertising man, this presenta 
tion will very likely help you. Ask any publication man 
whose paper is a member of A.B.P 


WARTIME ADVERTISING PRESENTATION | 


THE ASSOCIATED BUSINESS PAPERS 
Room 2778, 369 Lexington Avenuc, New York City 


Please fend Me uMlhout Aligats my free copy 1B P War 
Album, "A Guide to Effectite Wart Advertising.” including t 
foy f fay upple me? , 

NAME 

POSTTION 

COMPA* 

STREET . CITY & STATI 
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Names Distributor 


Country Distillers Products, Inc., 
Deatsville, Ky., has appointed the 
Carolina Distributing Company, Co- 
lumbia, N. C., as exclusive state- 
wide distributor for the company’s 
two brands, Old Jordan and T. W. 
Samuels, Kentucky straight bourbon 
whiskies. A local newspaper cam- 
paign will start in the fall for T. W. 
Samuels, to be followed by a sup- 
plementary campaign on Old Jordan. 


“When the Major listens to his 
favorite program on WEDF Flint 
Vichigan, he doesn't like to be 
interrupted!” 


Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-Time World 


Edited by RALPH O. McGRAW. 


Post-War Opportunities Non-inflammable lumber. 

For Youth A machine to weld pieces of lum- 
With the geographical frontier of er into an endless board. 

the country replaced by a techno- A method of making copper and 

logical frontier offering opportuni- | >rass stainless. oe 

ties undreamed of by its founders, Improved methods for elimination 


James D. Cunningham, president, °f noise. re 

Republic Flow Meters Company, ee 7 

Chicago, writing in the September} 1m all planning for the post-war 
Mechanical Engineering, foresees | Period, most thought should be 


unlimited opportunity for youth in| 8iven to the consumer and to his 
the post-war era. Enumerating desires, says the August “Letter 
some of the problems which they | 0f Information to Trade Association 
may solve, he includes the follow- Executives.” Much is being done 
ing: |along this line by the furniture in- 
Material to which ice will not|@ustry. Manufacturers’ associations 
adhere, for use on airplane wings, | have made studies of the type of 
highway surfaces, windshields, etc,| furniture most practical for the 
Low-cost air conditioning equip-|S™Mall home, now so important in 
ment for automobiles. | war housing. Household furnish- 
A machine that will convert vi-| ings are being designed to fit the 
brations of the voice directly into | "€W small home and are being dis- 
printed form. | tributed in suitable quantities into 
Television on the telephone. areas where they are needed. The 
A permanent mothproofing agent. | Same technique will be used in the 
Cast iron that would bend rather | Post-war marketing approach. 
than break under stress. _ = FF 
Development of a tobacco that! The real post-war automobile will 
leaves no ash. not appear until sufficient time has 


| elapeed after the war in which to 


develop one, says Frank Jardine, | 


chief engineer of the castings divi- 


sion, Aluminum Company of Amer- | 


|ica, writing in SAE Journal. The 
first car to be produced after the 
|war will be much like the latest 


models, he says, because, based on | 


| the most common opinion in the 
|industry, the war will come to a 
| sudden end and the post-war auto- 
|mobile will have to be developed 
afterwards. When it does come, 
|however, the car will be shorter 
over-all, but about the present wheel 
base; it will be lighter in weight; 
|plastics will be used mostly for 
accessories and trim; engines prob- 
ably will remain in the front; prices 
| will range from $700 to $2,000. The 
| lower priced cars will travel 30 
miles per gallon of 80-octane gas; 
|the larger cars, 20 miles per gallon 
\of 100-octane fuel. 
% cd cs 


Deferred building construction by 
| the end of the year may reasonably 
mount to two and a half billion dol- 
lars, says “Building Business,” pub- 
|lished by Sweet’s Catalog Service. 
'This backlog of business consists 
mostly of types of projects which 
cannot be undertaken today, such 
| as residences over $6,000 (including 
| land), apartment buildings, hotels, 
theaters, hospitals for civilians, edu- 


lic, many continue to 


more disastrous to a 
bombing of a plant... 


for their businesses, 


Owners of brand names with aggregate 
value of billions of dollars have enlisted 
their entire productive 
tional war effort. But, although they now 
have nothing to sell to the general pub- 


Business history clearly shows that a 


blackout of a brand name can be far 


fact that markets lost through failure to 
advertise are next to impossible to re- 
gain. So, to assure post-war prosperity 
their responsibility to take part in 


KIMBERLY-CLARK 


NEW YORK: 122 E. 42nd St. + 


TO KEEP IN BUSINESS 
KEEP YOUR IDENTITY! 


ability in the na- of their brand names. 


A 
« 
La! 


advertise. Why? 


There are many ways to keep your chandise. 


product's name alive. A few suggestions 
are listed in the panel on this page. For 
some businesses a mailing at regular 
intervals of only a few thousand folders 
based on any of these subjects will 
suffice to maintain business identity, 
for others, publication advertising is 
required. Whichever the case, /et there 
be no blackout of your good name. 


business than a 
It isa well-known 


and recognizing 


CORPORATION - 


Manufacturers + Established 1872 
CHICAGO: 8 S. Michigan Ave. + LOS ANGELES: 510 W. 6th St. 


Neenah, Wisconsin 


Make Contacts 


; with Paper and Ink 
preserving our national economy, far- ee ee 
sighted managements allow no blackout ond stamps. 


Promote national unity. 
Tell about your wor work. 


Tell about prospective improvement 
of your line. 


Tell reasons for scarcity of your mer- 


Advertise products you can supply. 
Discourage hoarding of your products. 
Tell how to conserve your products. 


* TRADE MARE 
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| cational buildings, commercial build- 
ings, industrial buildings for civilian 
| goods and public improvements. 

« * « 

Due to lack of funds, federg 
stimulation of local planning 
|post-war state and local pub 
works programs has been broug 
|almost to a standstill, reports “EF 
gineering News-Record” for A, 
20. The war situation plus 1) 
restrictions on present building h, 
led to much advance planning 
this field. About 50 communit 
have drafted six-year works pla) 
which could be translated into acti 
projects if a post-war program 
federal financing were  initiat, 
These local plans go as far as to | 
projects, roughly estimate costs, a) 
assign them to a particular year { 
initiation. Generally it has 7» 
proved possible to get the sta 
required to carry out the desig 
and put projects on a ready-to-: 
basis. 


* *” * 


In commenting on the halt r 
cently called on post-war pub! 
works planning, Engineering New. 
Record for Aug. 27 compromiss 
with the thought that change 
wrought by the war are so pro 
found—and will be greater as th: 
drive for Victory reaches its climax 
—that plans projected now may ca! 
for re-orientation. In the matter o! 
funds, for example, no predictio 
can be made as to the policy of 
the federal government in financing 
works construction. Nor can _ the 
attitude of the public in regard t 
voting local appropriations be 
judged at this early date. Even the 
type of public works that will be 
most in demand after the war can- 
not now be predicted with certainty 
says the publication. Any realistic 
ipproach to post-war planning will 
have to take into account facts such 
as these, but tentative planning can 
be done to the point of compiling 
|preliminary reports on_ possible 
works needed. 
| iene 
Fairchild Appoints 
Cecil & Presbrey 

Fairchild Engine & Airplane Cor- 
poration, New York, has named 
Cecil & Presbrey, Inc., New York, 
to direct advertising for Fairchild 
Aircraft Division, Hagerstown, Md 
|Ranger Aircraft Engines Division 
| Farmingdale, N. Y.; and Duramold 
| Aviation Corporation, New York. 
| National magazines and busines 
papers will be used in the campaign 
scheduled for fall. 


‘Zoot Suits’ Hit by WPB 

Expressing concern over _ the 
spreading craze for “‘zoot suits” and 
“juke” coats, Frank Welton, deput: 
chief of the textile, clothing and 
leather branch of the WPB, ha 
asked the WPB compliance branc! 
to investgiate violations of th 
clothing simplification orders b) 
manufacturers of “these wastefu! 
garments.” 


Named Publicity Head 


Frank Kane, wines and _ spir'! 
editor of the New York Journal 
Commerce, has been = appointed 
director of publicity for the Confer- 
ence of Alcoholic Beverage Indu:- 
tries. 


NDT 


| p [CONNECTICUT'S PIONEER BROADCASTER] ¢ 


ls The Buy 


In Hartford, we 
is the buy - - ; — 
one low rate for a 
advertisers - + - - 
tional, regional an 
local. Use 

to do a big job at 
_ a low cost x : bn 
TAL) this important mor 
3 ket. Basic CBS for 


Connecticut. 
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.) 

‘Hutton to ‘U. S. News’ 

William Hutton has 
|as Eastern advertising manager of 
Farm Journal and Farmer's Wife to 
join the staff of The United States 
News. He will make his headquar- 
ters at the New York office. 


GOOD CHEER 


Ross Joins Conner 
| Mrs. Rae Ross, formerly with 
| MacKenzie and Harris, typographer, 
| has been appointed production man- 


| Francisco. 


Iodine Bureau to Agency 

The Iodine Educational Bureau, 
New York, has appointed O'Dea, 
Sheldon & Canaday, New York, to 
direct advertising for its animal nu- 
| trition division. 


ager of the Conner Company, San | 
| magazines. 


> . 
Renews Magazine 


resigned | 


Schedule for Van 
Camp’s Sea Foods 


San Francisco, Sept. 8.—Follow- 


|ing a break in its advertising sched- 


ule because of the uncertainty of 
supply, Van Camp Sea Food Com- 
pany this week planned to renew 
copy in its entire list of national 


The company, which is said to be 
the largest tuna canner in the world, 
markets Chicken of the Sea and 
White Star brands extensively. Be- 
ginning with full-column space in 
November issues of magazines, Van 
Camp will explain the shortage to 


housewives but will also urge them Advertises Electric Ranges 


looking for these two 
brands. The company promises to 
maintain a constant flow of the 
products to retailers, although on a 
diminished basis. 

Copy measuring 168 lines will ap- 
pear in The American Weekly. Half- 
page ads are scheduled for Better 
Homes and Gardens, Good House- 
keeping, Ladies’ Home Journal, Mc- 
Call's, Sunset Magazine, True Story 
and Woman's Home Companion. 
Brisacher, Davis and Staff handles 
the account. 


to keep 


Spot Sales Moves 

Spot Sales, Inc., has moved its 
offices from 20 E. 57th street, to 400 
Madison avenue, New York 


Moffats, Ltd., manufacturer of 
electric ranges, Weston, Ont., used 
1,000-line copy in Canadian dailies 
immediately following the = an- 
nouncement from Ottawa that elec- 
tric stoves had been unfrozen where 
purchases were imperative. E. W. 
Reynolds Company, Toronto, is the 
agency. 


Brams to ‘Iron Age’ 


Stanley H. Brams, for the last six 
years editor of “Ward’s Automotive 
Reports,” has joined the staff of 
Iron Age as Detroit editor, with 
headquarters at 403 Boulevard 
building. Norman Farr, for many 
years editor of the Michigan Man- 
ufacturer and Financial Record, 
has replaced Mr. Brams. 


Se 2 
HeuBLEIN'S ( /“/ COCKTAILS 


aware Chewy) sewers 


—_ 


This is the first of a series of 10 color 


ads telling the good news that the supply | 


c! Heublein's pre-mixed drinks is ade- 
suate despite all “crabbing about 
shortages.” 


Heublein Has 
Glad Tidings for 
Martini Drinkers 


HERES THE 


UIP-SE 


THAT WRECKED A CURRENT NEWSSTAND TREND! 


f : New York, Sept. 8.—Martini ad- 
g dicts will receive their first measure 
p ; of good cheer since gin became a 
‘ war casualty when G. F. Heublein 
e & Bro., Hartford, launches a cam- 
r paign next month in Esquire, Life 
ye and The New Yorker, announcing 
* that plenty of the prepared drink is 
y b still available, made with “scarce 
ic : and precious Milshire gin.” 

il] The Heublein tidings will appear 
oh in a series of ten color advertise- | 
an ¥ ments in the three magazines, be- 
ng ginning in mid-October and con- 
yle : tinuing until Christmas. Opening 


innouncement in the campaign fea- 


tures the headline, “Spread THIS 
j Run .. You ean still get a good 
H dry Martini!” After setting down 
nviting word picture of the de- 
a lights of the club cocktail, Heublein 
- | ad\ es drinkers to “stop crabbing 
ild ibout shortages and buy a bottle of 
id. these cocktails at your local liquor 
on store today.” 
old | In addition to dry Martinis, the 
a ads feature the regular Martini, 
les Manhattan, Old-Fashioned, Side 
gn ' Car and Daiquiri cocktails. Law- 
rence C. Gumbinner is the agency 
with partner Milton Goodman in 
cnarge. 
the 


and Baldwin Joins WKRC 


pon O. Keith Baldwin, formerly with 
~ Station WPAY, Portsmouth, O., has 
bane joined the sales staff of Station 
the WKRC, Cincinnati. 

b' 
eful . 
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* about our catalog. _ . 


KAUFMANN FABRY 


i) WABASH AVE... CHICAGO 


COSMOPOLITAN NE 


168,640 UP 


WSSTAND SALES 1942 VS. 1941 


93,389 UP 


186,365 UP 


Severest test of reader interest ever made by Cosmo- 
politan began with the July issue when the price went 
to 35c. 

Judging by the recent experience of others, news- 
stand sales should have dropped sharply. 

Instead, newsstand sales for July were 755,000—a 
gain of 93,300 over the same issue last year at 25c. 
Sales for August were 724,000—a gain of 31,600. For 


September (estimated), 817,000—a gain of 47,000. 

In the light of what has been happening to lower- 
priced magazines with smaller price increases, this rec- 
ord presents such conclusive evidence of the ever-in- 
creasing interest in Cosmopolitan's Great Fiction, Fact 
and Illustration, that the verdict needs no comment. 


[rosmopolitan 


KEEPS THE READING 
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Public Service Promotion 


Ils Old Story to Aetna 


Safe Driving Efforts 
Help Company, Its 
Customers and Public 


Hartford, Conn., Sept. 9.—Al- 
though “public service” advertising 
is a new field now being explored 
for the first time by scores of com- 
panies whose normal promotional 
activities have been side-tracked by 
the exigencies of war, America’s 
insurance companies are no strang- 
ers to public service advertising and 
promotional efforts. For years life, 
accident and casualty’ insurance 
companies have been in the fore- 
front of public service advertisers, 
doing yeoman service in raising the 
level of public health, and preaching 
the precepts of fire and accident 
prevention, industrial safety and 
highway safety. 

The work of Metropolitan Life 
Insurance in the health field is per- 
haps the most dramatic instance of 
public service advertising and pro- 
motion sponsored by an insurance 


company, but it is notable princi- 
pally for its size and scope, rather 
than because the company is unique 
in public service promotion. Almost 
without exception, all insurance 
companies have centered a major 
part of their activities on prevention 
of fires and accidents and education 
in public health. 


Aetna Does Large-Scale Job 


In the field of highway safety, 
for example, Aetna Life Affiliated 
Companies have done a pioneering 
and extensive job which is of spe- 


'cial interest since Aetna has delib- 


erately specialized in_ fields of 
endeavor in which others interested 
in safety have remained more or 
less inactive. To Aetna, active par- 
ticipation in safety educational and 
accident prevention work takes on 


the double character of a_ public 
responsibility and good _ business 
practice, and the issue is met 


through its safety education depart- 


ment, which is a branch of the | 
advertising and publicity depart- 
ment, and also through the engi- 


neering and inspection department. 
A start was made in the field of 


| 


| 


|highway safety in 1934, with the 
production of the first highway 
safety motion picture. Entitled 


\“Saving Seconds,” this picture im- 
|mediately became a hit because of 
its intense dramatic appeal and the 
|graphic method of presenting mis- 
takes made by drivers. From its 
first showings until its retirement 
|more than six years later, “Saving 
Seconds” has had a total of 42,782 
/known showings before an esti- 
|mated audience of nearly 20 million 
| persons. Probably it has_ been 
|shown to a wider range of audience 
|groups than any other 16 mm. 
|institutional picture ever made. 


Other Films Follow 


This pioneer highway safety film 
was followed in 1937 by a second 
motion picture entitled “The Truck 
and the Driver.” 
of one-minute movies pointing out 
|common mistakes made by pedes- 
\trians and drivers was _ released 
under the title, “Learn to Live.” 
|More than four million persons are 
estimated to have seen this series 
at the Aetna exhibits at the New 
| York World’s Fair and the San 
| Francisco Exposition in 1939. 

In order to gain still further 
advantages in safety educational 
jand accident prevention work 


. ' 
ica's greatest arsenals. 


made here. 


Waive the WPB abruptly halts shipyard 
construction along the Gulf, cancels plans for 
new plants in many other sections and generally 
turns the emphasis from expansion to produc- 
tion throughout the country, building of addi- 
tional war facilities goes on at ever faster pace 


in the Troy A.B.C. City Zone. 


This expansion, which federal officials term 
"most unusual," is due to ability to get mate- 
rials and labor here at once and to the fact that 
this urban center is the home of one of Amer- 


Troy needs more and more workers to turn 
out in ever greater numbers the hundreds of mil- 
itary items, ranging from tanks to torpedo boats 
and from anti-aircraft guns to aircraft parts, 


Expansion Is Still the Trend in 


1942 
22,742 


TROY BUSINESS INDEX 
(Troy C. of C. & R. P. I.) 


(1935 — 100) 1942 1941 1940 
Payrolls 323 246 ~=:130 
Retail Sales 15! 125 98 
Bank Debits 154 144 112 
TROY HOUSING OCCUPANCY 


(WPA Survey & Census Bureau) 


% of All Dwellings In Use 96.4 95.1 


PHONES IN TROY CITY ZONE 
(New York Telephone Co.) 
1941 


NEWSPAPER CIRCULATION 
(A.B.C. Publisher's Statements) 


& months ended 
March 30 


1942 1940 


1940 


21,942 20,924 


1942 1941 1940 


38,719 36,888 35,527 


Whether they work by day or by dark, the one 
sure way to reach “everybody” in this major ve 
New York State market is through The Record 
Newspapers,+ Troy's sole dailies. Single-medium 
blanket coverage is only 12c per line. 


jsoserees THE TIMES RECORD 


THE TROY RECORD 


through the use of motion pictures, 
the Aetna in 1940 established its 
own motion picture’ production 
unit, with complete sound, photog- 
raphy, lighting and other auxiliary 
equipment. Two of the most recent 


Aetna films on highway safety have | 
been sponsored by the Connecticut | 
Highway Safety Commission. These 


are “Connecticut Delivers on Time” 
and “Highway Sabotage.” Another 
picture, “Thou Shalt Not Kill,” is 
sponsored by the New York State 
Department of Motor Vehicles. 
Combined, the Aetna safety films 
have reached a total audience of 
more than 36 million persons, and 


have been shown to approximately | 


85,000 separate groups. 


A field in which the Aetna pio- | 


neered and has since remained a 


leader is the use of mechanical dis- | 


plays and mechanical driving tests 


\for teaching important points about | 
In 1938 a series | 


safe driving. Interest of the Aetna 


in public exhibitions as a means of | 
attracting attention to traffic safety | 


started in August, 1935, when the 
first experimenal Aetna Reacto- 
|meter was exhibited at the TJilinois 
State Fair, under the sponsorship 
‘of the State Department of Health. 
The interest of motorists in devices 
intended to measure their reaction 
time, steering ability and _ other 
driving characteristics was first 
manifested at this exhibition. Thou- 
|sands of people were tested by state 
| officers, and hundreds of thousands 
‘of others viewed this first demon- 
stration. 

Other mechanical driving tests 
were soon developed, which have 
since become as well known as the 
Reactometer. These tests include 
ithe Aetna Steerometer for measur- 
ing hand and eye coordination, the 
Glarometer, for measuring suscep- 
| tibility to headlight glare, the Perio- 


meter for determining width of 
vision, and the Speed Estimation 
Test. 


Mobile Units Developed 


| In 19387, the Aetna launched a 
mobile unit of its demonstration, 
consisting of a large truck and 


ADMONITION 


DONT GOSSIP/ 


Let's not fool ourwlees’ The stones of rumours or inside 


enemy i> histemeng night here information. Don't gowup = 
in Canada. Vad be & hearmg by telephone. in public places, 
things he shoulda 't weven behind closed daors. ’ 
Be discreet. Don't pass along — When in dowbt, DON'T SAY ET } 


Smee oo ee ‘ ? FRANK H ROWE 


This striking copy is the latest of « 

institutional series for the Bell Telephon 

Co. of Canada, appearing in newspaper 

Cockfield Brown & Co. Ltd., is th 
agency. 


trailer, which carried a comple 
battery of driving tests and m: 
chanical safe driving displays. TI 
unit was operated for more than | 
months and covered 32 states. 
was used in 539 cities and town 
while an estimated 1,200,000 persor 
were tested on the driving devic 
carried with the unit. 

Due to their size and the resulti: 
inconvenience of moving abou 
some mechanical driving tests ha 
enjoyed a limited usage, bein 
available to the public only in large 
cities and at points where there 
a prolonged demand for them. R¢ 
cently, however, Aetna visualized 


——— 


wider range of usage and has built 
a number of smaller, more compact 


units. Especially now that there 


a nation-wide transportation shor't- 
age, these units are filling an impor- 


tant need in smaller 


community 


- 


ay 


RED NETWORK 


OF NATIONAL BROADCASTING CO. 


Represented Nationally by NBC Spot Sales Offices in Washington — New 
York —Chicago—San Francisco— Boston —Cleveland— Denver and Hollywood 
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centers, and are sponsored by local 
and by Aetna agencies. 

An estimated total of 13 million 
persons has taken the Aetna driv- 
ing tests since their inception. 


Wide Variety of Literature 


Paralleling Aetna’s moving pic- 
ture and safety exhibit activities, a 
wide variety of highway safety 
literature, posters, novelties, etc., 
has been created and distributed by 
the company’s safety education de- 
partment. For example, the com- 
bined distribution of some of its 
more recent safety booklets has run 
into the millions. These include: 
“Let’s Be Skillful’’—410,000 copies; 
“Are You Paying a Speed Tax?’’— 
200,000 copies; “‘“How Good a Driver 
Are You?’”’—1,010,000 copies; “Do 
You Make These Mistakes in Walk- 
ing?” — 635,000 copies; “Safety 
Shorts’”—250,000 copies; ‘““What Can 
I Do to Help America Win?’’—300,- 
000 copies. Some of Aetna’s large 
lithographed safety posters have had 
an average circulation of 100,000 
copies. 

An active newspaper and mat 
service is maintained by the safety 
education department, which has 
preduced hundreds of thousands of 
column inches of material on high- 
way safety, and which has been 
used by newspapers and other pub- 
lications throughout the country. 


Engineering Department Helps 


Aetna’s engineering department is 
also extremely active in helping to 
promote greater safety and reduc- 
tion of losses among large commer- 
cial fleets. Generally, this depart- 
ment’s activities fall into two major 
divisions, fact finding and advice 
and assistance. The former includes 
information as to what conditions 
have caused accidents and what 
conditions, known from experience, 
may cause accidents. The latter 
service consists in determining what 
the fleet requires in the way of 
accident-prevention work and _ in 
carrying out the various features 
decided upon. Fact-finding activi- 
ties tall roughly into three subdivi- 

ions: inspection surveys, accident 
analysis and service contacts. 

Having inaugurated an engineer- 
ing service for a fleet, the engineer- 
ing department then maintains a 
careful analysis of accidents which 
reveals which drivers are prone to 
accident, what driving faults they 
have and if there is any laxness in 
the supervision of drivers or in the 
maintenance of the exquipment. 
This analysis reveals accident-pro- 


ducing conditions and the steps 
which should be taken to correct 
them. The engineering department 


is prepared to offer 
assistance in 
safety 


guidance and 
the conduct of fleet 
meetings, in the conduct of 
fleet “traffic” courts which investi- 
gates their own accidents, in the 
conduct of special safety contests 
and campaigns among fleets and in 
the supplying of posters, bulletins 
and other safety educational mate- 
rial to fleet owners. 


Convinced of Value 


The Aetna takes justifiable pride 


in the many hundreds of comments , 


WEND 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


NOW 5000 WATTS 


The unique position of WEVD 
With a large section of Metro- 
Politan New York's radio audi- 
ence is evidenced by— 


1) Che feature boxes of news- 
Paper radio program pages. 


2) ‘he large number of 
‘émous advertisers on the 
stati n continuously year after 


‘th for “Who's Who On WEVD” 
sent on request. 


WEVD 


47-129 West 46th St., New York, N.Y. 


— — — 


which have been received praising | 
educational efforts engaged in by | 
the company and is convinced that | 
its work has helped to cultivate a 
friendly feeling on the part of many 
millions of potential insurance buy- 
ers—a feeling that there is more| 
reason for the existence of an insur- | 


ance company than merely to collect | 
premiums or to settle claims. Aetna 
believes that humanitarian and con- 
servational work on the part of a 
business organization, whether it be 
large or small, helps to create the 
impression that the business is not 
conducted solely from a= selfish 
standpoint, but that a part of the 
funds collected from the public are 
utilized to help prevent loss and 
suffering. 


WPB to Control 
Caffeine, Used 
in Cola Beverages 


Washington, D. C., Sept. 9.—With 


| problems of sugar supply and bottle 


| industry 


crowns partially solved, the bottling 
now faces complete allo- 
cation control of two important 
medicinal drugs, caffeine and theo- 
bromine, used chiefly in “cola” bev- 
erages. The War Production Board 
will extend allocation control to 
these two drugs by conservation or- 


der M-222, effective Oct. 1. 
The action has been taken be- 
cause supplies of cocoa beans, cof- 


fee, coffee scrapings, 


tea waste and! 


| mate, the raw materials from which 
\the drugs are made, have been re- 
| duced by 


the present shipping | 
situation. 

The order is expected to reduce | 
the amounts of caffeine which can 
be made available for beverage pro- 
duction. Extent of the curtailment | 
will depend upon the supply of raw 
materials imported into this coun- 
try and on the military and civilian 
medicinal needs for both drugs. 


The order will not affect whole- 
sale and retail druggists using the 
drugs only for medicinal purposes, 
or the production of standard dos- 
age forms, such as tablets. 


Fiske Joins Nahser 


Procter M. Fiske, formerly adver- 
tising consultant with Doern Asso- 
ciates, Chicago, management engi- 
neer, has joined Frank C. Nahser, 
Inc., Chicago advertising agency, as 


‘account executive. 


Medicinal Needs Unaffected 


Theobromine, used exclusively as | 
a medicinal stimulant, can be proc- | 
essed to produce caffeine. Caffeine, 
used in beverage production, can | 
also be produced directly from cof- 
fee scrapings, cocoa beans, etc. 


Smitheman to Aetna 


Clark W. Smitheman, formerly 
advertising and production manager 
for Camden Fire Insurance Associa- 
tion, Hartford, Conn., has joined the 
advertising department of Aetna 
Life Affiliated Companies, Hartford. 


this Christmas, more resonantly and resolutely than 
ever before. Here's an advertiser's wishful bene. 


wit 


“get 


"shaped into action . . . Esquire’s Holiday Program! 


« We've put together a smooth-working, ar: 
merchandising machine behind the greatest Christmas 


AND MERCHANDISING 


BREAKS ALL RECORDS 


RINGS THE BELLS 
THIS CHRISTMAS 


ESQUIRE’S GREATEST CONSUMER 


PLAN 


FOR ADVERTISING VALUE 


Osyerve ENUSTS THE 


editorial package ever assembled! Not only that, but 
we expect Esquire's glorious Holiday 
last year's peak audience of 


‘s Mewolsh: thet hugh ebienn, tics, Esenie inf 
willingness to buy gifts and the ability to pay for them, 


pis, 


add to that the vigor of a mighty merchandising program 


pOaEE Pas fo. 9, 004 Hnee’s a8: Greteing VS 


CCogaexe PRIMES THE CONSUMER . . . 


Esquire’s brilliant Holiday Issues will again be advertised 
nationally in their role as the Gift Guide of the Nation. 


RETAILER... 


Retailers in virtually every classification will adopt news- 


paper and display tie-ins with Esquire-featured gifts. 


CCsgurve RINGS THE BELLS 
THIS CHRISTMAS . . . 


Esquire will offer a bonus circulation of practically one 


complete regular issue free, in this greatest possible 


dollar-for-dollar return on your advertising investment! 


Write to learn more details about Esquire’s Consumer and Merchandising Program + Esquire, Inc., 366 Madison Avenue, New York City 
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When 
poration, 
Army-Navy “E,” it 


foreign 
metropolitan 
the award. 


Hails ‘E’ Award 


. 
the Savage Arms con. Exide Promotes 
Utica, N. Y., received its 
took space in Batter Se . e 
dailies, Y 
A feature of the adver- 
tisement was the publication of the | Plan to Dealers 
names of employes who had been} 


English and 
well as in 


to announce | 


Jtica -wspapers, 
Utica newspaper 


language, 


as 


10 years or longer with the com- 
pany. 
and Utica, is the agency. 


Moser & Cotins, New York 


New Battery and 


"Standing Loss" Are 
Emphasized in Copy 


Philadelphia, Sept. 10.—The prob- 
lem of keeping a car running in 
wartime, and specifically keeping its 
battery alive and kicking, is the 
theme of the fall and winter adver- 
tising and promotion campaign of 
the Electric Storage Battery Com- 
pany, maker of Exide batteries. 

A key point in the advertising and 
in the dealer kits which are being 
offered is a new battery, the Exide 
extra duty battery, Type XDG. This 
new unit, which is said to contain 
fewer critical materials without loss 
of quality—is designed for low 
standing loss. “Standing loss” will 
become an increasingly important 
factor in the battery situation, Exide 
believes, because gasoline curtail- 
ment, tire conservation and other 


ADVERTISING AGE 


contingencies will dictate the ne- 
cessity of the family jaloppy’s doing 
a good deal of languishing in the 
garage. 


Standing Loss Described 


How important standing loss can 
become is indicated in a table which 
appears in consumer folders as well 
as in “Exide News,” house organ of 
the company. According to this 
table a 6-months-old battery, stand- 
ing idle for one month, loses 25 per 
cent of its power and requires 2 
hours and 45 minutes of driving over 
25 miles per hour to replenish the 
loss. Without dipping into the ques- 
tion of how much rubber would be 
lost in the “charging” drive, about 
5% gallons of fuel would be ex- 
pended. A recharge job would be 
much cheaper, the company points 
out. 

The table goes on to illustrate 
that the older the battery, the worse 
the situation becomes: 12-months- 
old, 50 per cent loss, 4 hours of driv- 
ing to recharge; 18 months, 75 per 
cent hours, 15 minutes; 24 
months, 75 per cent loss, 6 hours, 30 
minutes. All these figures presup- 
pose, the company continues, that 
the battery has enough power left 
to start the car. 

In plain language, the company 
tells its dealers: “Tire have 


loss, 5 


sales 


You can’t eat a sundae much faster 


with three spoons 


than with one, The same idea applies to newspapers in 


Philadelphia. One covers the market. 


For instance: Current impartial surveys* made 


among 12,864 customers of drug stores in Philadelphia 
show that 84% turn to The Bulletin for advertising of 


products sold in drug stores. 


More and more advertisers are pursuing this policy: 


A thorough advertising job in The Bulletin alone is 


the first requisite to a thorough job in the important 


Philadelphia market. 


In Philadelphia—nearly everybody reads The Bulletin 


* Available on request. 


virtually stopped; gasoline sales may 
drop; accessory sales may drop—but 
only battery revenue increases with 
decreased car use.” 

The dealers are urged to sell the 
new wartime battery, and to stress 
the importance of a battery re- 
charge. This service business is 
captured succinctly in the phrase, 
“8216 miles of rubber, 5% gallons 
of gas—or one recharge.” 


Enumerates Sample Profit 


The house organ enumerates the 
profits possible through intense pro- 
motion of this two-pronged plan. 
Per 100 car owners, Exide estimates 
the profit at $475, of which $175 
comes from 50 new Exide sales, and 
$300 from 300 recharges. Average 
recharge fee is $1.25; cost to dealer 
of recharge and rental battery de- 
preciation is 25 cents per job. 

In order to encourage dealer par- 
ticipation in the plan, Exide offers 
a battery deal, which entails pur- 
chase of a representative number of 
the new batteries, and the company 
supplies a WTCU (meaning War- 
Time Car Use) kit, entailing a wall 
chart, vendor cards, posters and 
folders. 


-Allis-Chalmers 


Prints Upkeep Booklet 


Allis-Chalmers Mfg. Company, 
Milwaukee, has issued a new main- 
tenance booklet, “Plain Facts on 
Wartime Care of Rubber V-Belts.” 
An interesting feature of the book- 


let is that it steers away from 
established practice; heretofore 
most maintenance booklets have 


taken for granted that their readers 


were totally conversant with the 
subject on which they were pub- 
lished. 


This company, however, has re- 
called that thousands of new work- 
ers in war _ industries, 
many women, have made mainte- 
nance training a new problem. The 
book contains no advertising and is 
available on request from Allis- 
Chalmers. 


Stresses ‘Army’ Bread 


Koser’s Bakery, Watertown, Wis., 
has adopted a wartime theme to 


merchandise its bread. By means of | 
dis- | 


newspaper copy and window 
play cards, the bakery describes 
how its bread follows the same for- 
mula used in preparing the Army 
loaf. 


including | 


eel 


OPENER 


The right to 
COME and GO 


when we please 


With this copy, Southern Railway Sys 

tem is returning to the ranks of th 

advertisers this month. The new institu 

tional campaign, to run through th: 

remainder of ‘42, includes 370 news. 

papers, plus magazines, business paper: 
and farm publications. 


Agriculture Dept. 
Lauds Radio Aid 


The United States Department o! 
Agriculture, Forestry Service, ha 
expressed its thanks to the radio 
industry for the cooperation re- 
ceived in promoting the depart- 
ment’s campaign to prevent forest 
fires. R. F. Hammatt, who handle 
the campaign, expressed the depart- 
ment’s pleasure in letters to th: 
National Association of Broadcast- 


|ers and the National Association 01 


Independent Broadcasters. 

Out of some 800 stations con- 
tacted, an official release said, 55 
per cent indicated their willingness 
|to carry transcribed material. The 
|campaign was planned by the Ad- 
| Versaaeangs Council, and will shortly 
| be put on a nation-wide basis. 


| Issues Grid Becks 


| Brown-Forman Distillers Corpor- 
ation, Louisville, Ky., has issued its 
annual Old Forester football book, 
containing data on the schedules of 
all major college, professional and 
service teams, as well as records 
of past conference standings, bow! 
game scores and new rulings. 


Wer will you find a 


better reason for 


READ 


ER INTEREST? 


The American businessman wants to know what 


the score is 


. He wants his information from 


those who know the facts. 


Wouldn't 


you read these articles? 


*e FIX U. S. PRICES by LEON HENDERSON vs. BERNARD M. BARUCH (a debate! 


% WHAT'S AHEAD FOR SMALL BUSINESS? by STUART CHASE 


% SMALL BUSINESS ON THE ALERT, six articles by WALTER B. PITKIN 


% MY FAITH IN THE FUTURE, by HENRY FORD 


% CHINA: DEMOCRACY’'S FIRST FRONT, by MADAME CHIANG KAI-SHEK 


These articles did appear in recent issues of TH! 


ROTARIAN. 
from readers 


influence and 


They are typical. Thousands of letters 
are on file, attesting THE ROTARIAN 5 


reader acceptance. 


Who gets THE ROTARIAN ? Leading business exe u- 


tives and professional men—168,000* of them (26 


are manufacturers) in 3,600 cities and towns. The) 


are hard to 


and they hav 


reach—except through their magazine; 


e what it takes to buy what you se! 


now and after the war. Let us give you additional facts. 


THE 


*ABC net poid for 
june, 1942 issue 
175 $3 on all 
time high 


35 East Wacker Drive, Chicago 


Rotarian 
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British Public - Kate Smith Hour,’ 


Tires of War in 
Books, Films, Plays 


London, Sept. 1.—Tin hats on 
girls trying on lingerie, pictures of 
purning London to sell 
and such pointless dragging-in of 
the war angle, are gradually dis- 
appearing from British advertising. 

Some, however, still build their 
advertisements as if the war should 
serve as background to every 
thought and action. They are wrong 
if one is to take public reactions 


to books, films and plays, as re- 
yealed by a recent report, to be 
equally true for advertising. This 


report, Just released, was drawn up 
by a National Panel of Observers 
from Mass-Observation, who have 
inquired into the attitude of the 
general public to war angles in 
books, films, plays, etc. This probe 


has produced the following re- 
spo ise: 

Men Women Both 

Overdone, undesir- G% % % | 

able, avoid them... .40 52 49. 

Depends on treatment.28 26 27 


Approve, seek out 

such themes 14 
Neutral comment 10 10 

It can be seen that half expressed 
an opinion definitely against the war 
being introduced into their mo- 
ments of relaxation, and more than 
a quarter disapproved of certain 
types of treatment of the theme. 

The main objection—especially 
among women—is that war is too 
much a part of Britain’s active daily 
life and that it should be given a 
rest in its leisure moments. There 
seems to be a desire to escape from 
the war strain as a means to face it 
better in one’s occupation. Women 
also seem irritated by blatant prop- 
aganda or over-patriotism and pre- 
fer stark reality, when they have to 
have a war angle. 

“The general cqnclusion is that 
many people are getting very tired 
of tinding fictitious and dramatized 
war-themes in novels, films and ra- 
dio,” the report concludes, although 
“many still favor and look for fact- 
ual, reliable reporting and repre- 
sentation of the war in their leisure 
time. Insistent propaganda, even 
well presented, is suspect. Entertain- 
ment with the war as a background 
is out of tune with feelings about 
the seriousness of the war. What 
people want, when they want the 
war at all during their leisure, is 
well-presented facts, without mor- 
alizing or glamorizing. Otherwise, 
the feeling is in favor of keeping 
the war out of entertainment.” 


Offers Printing Courses 


New York Employing Printers 
Association, New York, will conduct 
evening classes in printing and re- 
lated subjects at its offices, 461 
Eighth avenue, beginning Oct. 19. 


NOW 
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DuPont ‘Cavalcade’ | 
Are Renewed | 


| EWT. 


laxatives | 


New York, Sept. 10.—Starting its 
sixth consecutive year under the 
sponsorship of General Foods Cor- | 
poration, the “Kate Smith Hour” 
will return to the air Sept. 18 via) 
the full CBS network of 116 sta-| 
tions. The program will be heard | 
Fridays from 8 to 8:55 p.m., EWT, | 
with a rebroadcast at midnight. 
Young & Rubicam is the agency. 

Renews “Cavalcade” 

E. I. du Pont de Nemours & Co. 

has renewed “Cavalcade of Amer- | 


ica” over 62 NBC stations. The 
program is heard Mondays from 8 
to 8:30 p.m., EWT, via Batten, Bar- 
ton, Durstine & Osborn. 


Takes Full Net 


Standard Brands has added 57 
stations to “One Man's Family,” 
aired over NBC for Tenderleaf tea 
on Sundays from 8:30 to 9 p.m., 
The Sunday night serial 
thus became the 2lst program to 
take the full NBC network of 125 
stations. J. Walter Thompson Com- 
pany is the agency. 

Renews Bill Stern 


Colgate-Palmolive-Peet Company, 
through Sherman & Marquette, Chi- 
cago, has renewed Bill Stern’s 
“Sports Newsreel of the = Aijr,” 
broadcast Saturdays from 9 to 9:15 
p.m., CWT, for another 52-week 


period. The network has also been 

| increased, adding 59 more stations 
/to complete the full NBC network 
of 125 stations. 


Grove Labs Signs 


Grove Laboratories has renewed 
“Reveille Roundup,” early morning 
musical show with Louise Massey 
and the Westerners, for another 52- 
week period, effective Oct. 5, on 
86 NBC stations. The program 
is broadcast Mondays, Wednesdays 
and Fridays at 6:45, 7:45 and 9:30 
a.m., CWT. The show promotes 
Grove’s Bromo-Quinine cold tab- 
lets and vitamins. Russel M. Seeds 
Company is the agency. 


Hull for “True Story” 


True Story tales will supply ma- 
terial for a new dramatic series 
over the air beginning Sept. 23, 


'8:30 to 9 p.m., EWT, 


when the veteran actor, Henry Hull, 
will be heard in “The True Story 
Theater of the Air.” The series will 
be sponsored by Howard Clothes, 
and will be heard Wednesdays frorn 
over Mutual 
network. The show will originate 
from WOR, New York. Redfield- 
Johnstone is the agency. 


Yankee Network Names 


Travers, Bartley 


Yankee Network, Boston, has 
named Linus Travers, vice-presi- 
dent in charge of sales and produc- 
tion, as executive vice-president. 
Robert T. Bartley, formerly execu- 
tive secretary, has been promoted 
to vice-president. 

Mr. Travers has been with the 
network from its beginning, while 
Mr. Bartley joined the company in 
1939. 


Why is Good Housekeeping’s 


position as a vital, effec- 


tive medium increasingly 


apparent? 


@RMe Because more advertisers are coming to realize 


the force of three basic facts... 


that Good Housekeeping 


prints MORE service material (LLOYD HALL) 


is read more keenly (McCALL’S) 


and by MORE readers per copy (ROPER) 


than any other service magazine 


Good Housekeeping 
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” OWI Forms New 
mm —Radio Talent Pool, 
m = Lauds Ad Council 


Washington, D. C., Sept. 9.—In 
- announcing formation of a “Com- 
mittee of 25” top-flight radio artists 
Fe to aid the government in war work, 
; the Office of War Information today 
commended the Advertising Council, 
the networks, independent stations, 
and government radio chiefs for 
their close cooperation in insuring 


effective use of radio for wartime 
information. 
The radio talent committee, or- 


ganized by Kay Kyser, will meet 
with networks and advertising 
agencies in New York, Sept. 18; Chi- 
cago, Sept. 21; and Hollywood, Sept. 
24 and 25 in a series of conferences 
to determine how radio talent can 
contribute most to the war effort. 
Members of the group are already 
touring Army and Navy camps here 
and abroad, and performing valu- 
able service through their radio 
programs in speaking to the radio 
audience on such war topics as sal- 
vage, bonds, recruiting, rationing 
and price control. The committee 
members and other radio artists are 
expected to donate much time and 


effort in appearances before war 
plant workers, carrying to them in- 
formation on the progress of the 


war, as well as entertainment. 
The Kyser committee includes 
Jack Benny, Edgar Bergen, George 
Burns, Gracie Allen, Nelson Eddy, 
Clifton Fadiman, Jean Hersholt, 
Frank Morgan, Hal Peary, Lanny 
Ross and Major Bowes. Others in- 
vited to participate are Mr. and 
Mrs. Goodman Ace, Fred Allen, 
Amos and Andy, Bob Burns, Eddie 
Cantor, Bing Crosby, Bob Hope, 
Andre Kostelanetz, Fibber McGee 


and Molly, Edward G. Robinson,|) ANPA Issues Supplement 


Red Skelton, Kate Smith, Fred War- | ’ 
ing, William Abbott and Lou Cos- | to Bureau's War Book 
The first in a series of supple- 


tello. 

ments to “Advertising Goes to War”’ 
| Three Allocation Plans Operating has been released by the Bureau of 

vertis rice spe 

The radio bureau of OWI, headed | Paptichers“Agsociation, ea 50 af 
by William B. Lewis, already has| The original was published last 
in operation three radio announce- | July. 
ment allocation plans. The first, de- The supplement contains 49 rep- 
veloped with the radio committee of | resentative wartime newspaper ads 
the Advertising Council, allocates including national and retail ads in 
time on commercial network pro-|SUPPort of government drives and 
poner otation to different gov- straight product advertising, as well 
ao a oe & as President Roosevelt’s letter to 
|}ernment messages. The second, the Advertising Federation of 
worked out with local stations,| America’s 1942 convention. Addi- 
establishes a system of priorities to | tional supplements will be published 
guide the individual stations in their | regularly during the war. 
allocations of spot time to govern- 
ment appeals. The third, and most : 
recent, enables the government to Airs Award Broadcast 


assign war information to the pro- | When the Diebold Safe and Lock | 


grams of various national spot ad- | Company, Canton, O., received the | 
vertisers. Spot advertisers are, for| joint Army-Navy “E” award on| 
example, in the weeks of Sept. 7| Aug. 31, the presentation was 


and Sept. 
ment of Agriculture messages urg- 
ing housewives to buy the less ex- 
pensive, nutritious farm products 


14 giving time to Depart- | broadcast over a chain of Mutual | 
| stations ranging from Chicago to| 
the Atlantic seaboard, originating | 
from Station WHBC, Canton. The 
|company has offered a copy of the 


quantities. During the weeks of | tion and of its eight preceding pro- 
Sept. 21, Sept. 28 and Oct. 5 the| grams to any company 
same programs will aid the general| in handling similar promotion. 
Navy recruiting program. 

30th the network and spot alloca- | ° 
tion plans were developed by the Elphicke, Gaetz Move 
OWI radio bureau in collaboration | 
with an Advertising Council com- 


of Station 


CJRC, 
ager. He was replaced in Winnipeg 


rectors of government departments : 
Ps by Gerry Gaetz, formerly manager 


that are now available in ample | radio script covering the presenta- | 


| 
| 
| 


interested | 


—— 


F. H. Elphicke, formerly manager | 
Winnipeg, has | 
mittee, and a committee of radio di- joined CKWX, Vancouver, as man- | 


ad ge mange ey ted the bang A of CKCK, Regina. Frank Squires, 
rese plans that led to the official | (o+merly manager of CKWX, has 
OWI! commendation of the Adver-| peen named manager of CJCS, 
tising Council, the networks and) Stratford, Ont. 
local stations, and to the formation : a 
of a special talent committee. 
| ; Starts Fall Campaign 

"Ac , by ¢ s Ne | 
Lowengart to War Work Kress & Owen Company ew 


York, has opened a fall and winter 

Sally Lowengart, production’ campaign in magazines for Glyco- 
manager of L. C. Cole Agency, San; Thymoline. Regular insertions are 
Francisco, has left the advertising | scheduled for Collier’s, Good House- 
business to participate in war work. keeping, Newsweek and Parents’. 


Edward A. Anderson has taken over Peck Advertising Agency directs the | 


the production department. account. 


' x 


(NG-TREADLE BROADCASTING CORP. + Dei 


Rational Represeniatives: Poul H. 


CGnavrante 
with any WXYZ 
Champion Show 


Raymer Company 


roi; Mith.. < 


— 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 
one of America’s most prominent and widely known ad- 
vertising men. It is presented in ADVERTISING AGE weekly, 
exactly as written, without benefit of “editorial direction” 
of any kind. The author is glad to receive comment, but 


August 31. Musing on my leaky 
roof experience, and how it changed 
my interest in roofing advertising, I 
wondered if we consider this recep- 
tivity factor enough. We give plenty 
of thought to the seed we sow; per- 
haps not enough to the ground it 
falls on. Yet a friend in the medi- 
cal business tells me that his test 
campaigns are often complicated by 
the differences in morbidity, he 
calls it, in two apparently similar 
towns. Another tells me that the 
consumption of chocolate products 
will vary, as between two given pop- 
ulation units, depending on their ra- 
cial make-up. We recognize the sea- 
sonal factor in receptivity, but how 
many other, less obvious ones do we 
overlook? 


as 


September 1 You can wrench 
fruit off a tree, or you can wait until 
it ripens and falls to your touch. I 
lots of copy of the wrenching 
kind: it pulls too hard for a sale. 
Then 1 copy which eases along, 
ripening the desire of the reader un- 
til the order falls. It takes hard 
writing to make easy reading, as 
Robert Louis Stevenson said. Even 
more, it takes hard thinking about 
the reader's wants to make one of 
those easy-going, fruitful advertise- 
ments 


see 


see 


All this trouble with 
India reminds me of the time I went 
there for of the biggest Amer- 
ican corporations. I found the Brit- 
ish in that part of the world as cor- 
dial as game keepers on a private 
preserve, The publisher of The Times 
India, the most important news- 
paper, couldn't understand what an 
American was doing out there, any- 
how. The idea of paying an agency 
commission to nearly gave him 
apoplexy. There was no room for 
American ideas In such complete 
self-assurance the English have gov- 
erned and developed the country 
magnificently on the physical side 
Their difficulties come from the fact 
that they are completely unconscious 
of the psychological brutalities they 
commit in the process 


September 2. 


one 


of 


one 


September 3. A letter from an old 
copywriter friend tells me of the 
consummation of a dream. He has 
fixed it up with his boss to work six 


cannot answer letters, except as he may find it appropriate 
to do so through the column. 


months in the agency business, a: 
have the other six months off for | 


own pursuits—in the immediate f 
ture, war work. I know one write 
who has been doing this with grea 
success for years Fields must |i; 
fallow at times, and I note that a 
my fruit trees have their resting 
years Perhaps all of our creative 
people would be more productive « 


some such basis. 


September 4. William McFee winc: 


when he sees “Ad Man” in my tith 
He thinks this shorter, more rac) 
term is, as the English would sa) 
cheap and nasty. I understand th: 
feeling and sometimes share it. <A: 
Man does connote all the wors: 


thoughts which the critics have about 
us, and if this Diary were not all i: 
the family I might not use the tern 
But in the family I think it may hav: 
some virtues. Here I hope it connote 
all the Diary pretends to be: just th: 
plain account of a= shirt = sleevs 
worker, with a decent pride in his 
medium. More important, Ad Mar 
its face against all those pom- 
pous pretensions which lead to suc} 
vulgarisms as realtor and morticia’ 
Knowing the proneness of human be 
ings to such delusions, Emerson said 
Always call things by their lowest 
terms There isn’t any lower thar 
Ad Man, so I guess I'll stick to that 


sets 


September 5 Hauled 220 pounds 
of peaches in to town and traded 
them to the grocer at 5e a pound 


He will sell them for 7c, a very mod- 
est mark-up, considering the risk and 
spoilage he takes 

September 6. Talked with a pro- 
fessor friend of mine who has devel- 


oped an interesting technique for 
predicting what people will do, in 
mass. First, he locates the signifi- 
cant word symbols for certain ideas 

say, social security, or free enter- 
prise Then he tabulates and charts 


the number of times these words ap- 
pear in print, public etec., 
in (a) a negative or unfavorable use: 


speeches, 


(b) a positive or favorable use. If 
the chart shows a rising favorable 
use of the word the idea is making 
headway and the time when people 
will act upon it may be foreseen 
Contrariwise, the idea is dying out 


(ould be applied, say in trade papers, 
to foresee Changes in trade practices 


Kayser Expands 
with Scart of 
‘Double Appeal’ 


New York, Sept. 8.—A scarf, a 
patented neckpiece, has been intro- 
duced to the trade through a full- 
page advertisement in Men’s Ap- 
parel Reporter by Julius Kayser & 
Co., New York. Insertions are also 
scheduled for other business publi- 


cations including Apparel Arts, 
Fashion Accessories and Women’s 
Wear. 


Heretofore dealing only in wom- 
en’s lingerie and hosiery, Kayser of- 
fers Ascarf to both men and women 


as “another great male robbery 
... borrowed from the R.A.F.” Copy 
features its six uses: ascot, scarf, 


fill-in for lounging robes, neckpiece 
for leisure jackets, overcoat muffler, 
evening scarf; and claims it was in- 
spired by the aviation corps and is 
a “great promotional item with 
double sex appeal.” 

First consumer copy will appear 
in the October issue of Vogue, fol- 
lowed by the November issue of 
Esquire. Pettingell & Fenton is the 
agency. 


Uses ‘School’ Contest 


The Des Moines Register and 
Tribune published its second annual 
“Back to School” contest on Sept. 8, 
announcing winners of the $500 
merchandise prizes later in the 
week. All answers to the 59 ques- 
tions were to be found somewhere 
in the advertisements of the com- 
panies which underwrote the con- 
test. 


Publishes ‘Review’ 
For the tens of thousands of 
volunteer workers who form the 
front line of Canada’s permanent 
National War Finance Committee, 
the committee’s headquarters in 
‘Ottawa has begun publication of a 
new “house organ” entitled “War 
Finance Review.” 


Agencies Merge 


The Shreveport office of Bozell & 
Jacobs has announced its merge! 
with Joe H. Langhammer & As- 
sociates, also of Shreveport. Joe H 
Langhammer has been named an 
account executive with the com- 
pany. Offices are at 1216 City Bank 
building, Shreveport, La. 


Greenaway to New Post 


Joseph R. Greenaway, formerly 
advertising manager of the Daily 
News, Batavia, N. Y., has been ap- 
pointed advertising director of the 
Post Journal, Jamestown, N. Y. 


PRINTING 


AITHORN service ‘5 
LF oti enale ee 
Engraving and Printing. You 
can use one or all as require. 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advao- 
tage in having your typograp"y 
done where you can get engr®- 
ings and press proofs in 
quantity. Phone Wabash 78-0. 


o 


Faithorn Corporation 
504 Sherman Street, Chicago, lili" o!* 


A Complete Day and Night Servic« fof 
Advertisers and Advertising Age: '® 


iny 
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Advertising I 
Valued ‘Ingredient’ 
of 50-Year Success 


Paint Division Recalls 
History of Copy, 
Themes from Early Days 


(Picture on Page 47) 


| 


Pittsburgh, Sept. 8.—Fifty years | 


of consistent advertising—from 
trademarks painted on barn sides to 
war-styled conservation copy in 
national magazines—were 
this week as the Pittsburgh Plate 
Glass Company distributed the 50th 
anniversary number of its own pub- 
lication, “Pittsburgh Plate Prod- 
ucts.” 

The Patton Paint Company, which 
later became the paint division of 
Pittsburgh Plate, was among the 
first to use national advertising to 
promote its paint products. Those 
early advertisements appeared in a 
trio of leading magazines of that 
period—Ladies’ Home Journal, Mc- 
Clure’s and Munsey’s. Writing of 
the early days, E. J. Allee, adver- 
tising manager of the company’s 
paint division, relates how the public 
sent in a flood of inquiries, thus 
starting a brand name destined to 
become famous, when a copywriter 
used the phrase, “Patton’s paints 
are sun-proof” in one ad. 

Capitalizing on this public show 
of interest, the company adopted 
Sun-Proof as the name for its house- 
paint line, a name still recognized 
by property owners in the market 
for high-quality paint. 


Gold Watches Popular 


Soon after the Sun-Proof “find,” 
the company sent out an advance 
man to contact farmers and prop- 
erty owners for the privilege of 
painting the Patton trademark on 
barns and other buildings. Induce- 
ments offered were paint for the 
home, cash and gold watches—with 
the latter drawing most favor. 

“Several well-known officials in 
the outdoor fraternity got their start 
in this way,” Mr. Allee declared. 
“Among them is A. G. Bauers, now 
superintendent of construction of 
General Outdoor.” 

The leading outdoor sign company 
then was the Thos. Cusack Com- 
pany, he continued, and Mr. Cusack 
once said that his company had to 
pay for 16 cows that ate some Pat- 


ton paint and died. “How times 
have changed,” was his closing 
comment. “A few years back we 


would have charged the farmers for 
the paint.” 


Employed Mile Posts 
The campaign 
ton’s Sun-Proof paint and today, 40 


years later, these now faded and | 
vorn signs are still to be seen in| 
An- | 


many parts of the country. 
ther favorite advertising feature of 
the early days was the Sun-Proof 
nile post. For a small charge, deal- 
ers could get a series of mile posts 


ADVERTISING 
EXECUTIVE... 


seeks new connection 


®@ A really outstanding man. Thor- 
oughly conversant with every 
phase of advertising, merchandis- 
ing, sales promotion, public rela- 
tions. Very creative mind. Able to 
originate and completely handle 
al! details of effective campaigns. 
Wide practical experience in 
direct mail, printing, copy, photog- 
fophy, art, typography, engrav- 
iMG, media, radio. Fifteen yeors 
gency ond general advertising 
experience. Age 38, draft exempt. 


BOX 3791 
ADVERTISING AGE 
CHICAGO, ILLINOIS 


| 


recalled | 


popularized Pat- | 


erected on the main roads leading 


to their stores. “They were the 
Burma Shave signs—in prose—of 
those early days,’ Mr. Allee says. 


The Sun-Proof umbrella, in uni- 
versal demand during the horse and 
buggy days, is still being requested, 
but now for farm tractors, and if 
the trend to Dobbin continues the 
company may find the demand go- 
ing up once again. 

Emergence ot specialty selling by 
paint manufacturers early in this 
century is recounted in the article, 
with the comment that the practice 
has never been completely success- 
ful because dealer stocks became 
badly mixed with specialty items, 
resulting in loss of profit through 
slowed -down turnover.  Patton’s 
first venture along this line 
with its Auto Gloss, displayed on a 
wheel whose spokes each carried an 
individual color. The Auto Gloss 


name is a memory today; the prod- | 
uct is a part of Waterspar enamels. | 


Another milestone was the intro- 
duction of colored varnishes under 
the name ‘“Sole-Proof,” which 
also part of the Waterspar line. 


is 


Adopts Waterproof Theme 


Use of China wood oil as a paint 
ingredient brought a_ tremendous 
change in paint making, resulting in 
waterproof varnishes, and with this 


was 


product the company re-entered the 
publication field, featuring Water- 


spar varnish in a series of ads in 
the old Literary Digest. 
The company followed through 


the lacquer cycle, a product which 
quickly gave way to quick-drying 
synthetics. “Thus were born the 
modern quick-drying products so 
popular today,” Mr. Allee recounts. 
“However, to verify the old saying, 
‘There nothing new under the 
sun,’ it is interesting to read a 40- 
year-old color card on Patton's dog 
cart paint: ‘Paint in the morning, 
drive the same day.’ Today, lack 
of raw materials may make it nec- 
essary to go back to the formulas 
of earlier days. Lacking only the 
element of rapid drying, these older 
products will be found worthy in 
every respect and will perform the 
vital need of protecting possessions 
during this present emergency.” 
Unquestionably the most success- 
ful campaign, according to Mr. Al- 
lee, centered about introduction of 
Wallhide flat wall paint. Discovery 
of controlled-penetration, involving 
a special treatment of vegetable oil, 
came at the bottom of the depres- 
sion cycle. The company had a 
substantial volume of business in its 
old-type Velumina paint, but imme- 
diately exploited the new discovery. 
| Velumina orders disappeared, but 


is 


were quickly replaced by an in- 
creasing volume of Wallhide busi- 
ness. “At the end of three years 
this had doubled and to this day, 
Wallhide products roll up the great- 
est volume of any single paint 
item,” he said. 
Used ‘Post’ Copy 

The product was introduced with 
a double-page ad in The Saturday 
Evening Post and its fame was 
spread with a spot test telling the 
story of the registered Vitoloil and 
its new qualities. 

In 1937, following public accept- 
ance of the “Pittsburgh Company” 
as its proper identity, the company 
adopted the name Pittsburgh for all 


its paint products, adding the words, 
“Smooth as Glass.” 
“Today the company is near to 


having the best known paint on the 
American market,”’ Mr. Allee main- 
tains. “This result was accomplished 
through extensive use of magazines | 
and posters, which has kept the 
Pittsburgh logotype before the pub- 
lic constantly throughout the paint- 
ing season.” 

Color styling had been featured 
in every Pittsburgh campaign since 
1937, but the 1942 plan was scrapped 
when war broke out. The new) 
theme built about Pittsburgh’s 
“Property Conservation Campaign,” 


Is 


which is designed to tell the people 


that as physical replacement of 
homes, factories and equipment be- 
comes impossible, it is vital that 


they protect the things they own, 


and that “Paint protects — color 
cheers.” 

| The paint industry now has a 
dual job, according to Mr. Allee, 
protection of these things which 


cannot be replaced and protection 
of vital war material for the armed 
forces. 

Pittsburgh has had a steady and 
substantial growth, despite some 
setbacks, Mr. Allee concludes, “and 
people who have been connected 
with paint advertising during this 
time make no claims for any defi- 
nite contribution to company 
progress, but they do entertain a 
modest conviction that advertising 
has added an ingredient of value 
to the Pittsburgh formula for doing 
business.” 


WMUR to McGillvra 


Station WMUR, Manchester, 
N. H., has appointed Joseph Her- 
shey McGillvra, Inc., New York, 


national representative. 
Gets Tool Account 

Rickard & Co., New York, has 
been named agency for Universal 
Vise & Tool Company, Parma, Mich. 


hen the WHOLE costs. 
‘less than the PART... 


Strange sounding but true—in the advertising business... 


Because in New York City, first market in war and peace, 
many advertisers have found they can buy complete family 
coverage at less than they were paying for partial coverage. 

The medium for this is subway advertising. Even before gas 
rationing, nine out of ten New York City adults rode the sub- 
ways ina month. Now circulation is greatly stimulated—in July, 
11.914.002 more rides were registered than in July a year ago. 
Monthly riding averages 160,000,000 now—a real bonus for 
advertisers already enjoying this extremely low cost complete 


coverage. 


Subways’ complete coverage, plus its daily repetition of im- 
pressions and other of its “all six” qualities, explains the out- 


standing sales success 


Say it fast! Say it often! 


Show your produ 


| 


of this time-tested medium. 


et in the 


J 


New Yorkers rode the 


more than 26 trips a 


23 minutes. 


ONLY SUBWAYS GIVE ALL SIX: 
MAXIMUM COVERAGE — nine out of ten adult 


—even before gas rationing. 


DAILY REPETITION —the average rider takes 
PROLONGED EXPOSURE—average trip exceeds 


PACKAGE IDENTIFICATION —in full color. 
POINT-OF-SALE INFLUENCE —stores are con- 


centrated on subway routes. 


ECONOMY-— Cost in cars, 4.6¢ per thousand cir- 
culation; in stations, 1.9¢ per thousand. 


subways in a typical month 


month, 
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against $500,213 in the previous production facilities for frozen against $9,507,894 for the same REASON-WHY COPY 
Government Now year. The company now is _ re- foods.” period last year. - iia 
stricted almost entirely to the use, : . : 
for civilian purposes, of rayon and Philco Corp. Real Silk Hosiery 
0 some cotton as a result of the stop- Earnings for the six months For the six months ended June 30 
ccoun bs) or 0 ' silk ended June 30 were $449,777,) net income was $19,600, compared 


of Auto-Lite Sales 


New York, Sept. 
of 1942, sales of the Electric Auto- 
Lite Company were 30 per cent 
government business and 70 per 
cent automotive, but as of June 30 
the percentage had changed to 85 
per cent government and 15 per 
cent automotive, according to a 
company report issued this week. 
Earnings for the six months ended 
June 30 were $2,594,184, compared 
with $3,992,446 for the same period 
last year. 

An official said the company has 
put forth every effort to cooperate 
with the government in undertaking 
assignments foreign to its line of 
manufacture. Many projects are 
under way, with a building being 
erected in Toledo and additions be- 
ing built to the Bay City, Mich., 
and LaCrosse, Wis., plants. 


Julius Kayser & Co. 
For the fiscal year ended June 30, 
net profits were $1,110,741 as 


8.—At the start 


page of importation of raw 
from Japan, followed by freezing of 
nylon for civilian purposes. 


Stokely Bros. & Co. 

Net income for the year ended 
May 31 was $1,711,232, compared 
with $715,589 for the previous fiscal 


year. Total sales for the period 
reached $42,113,686, largest in the 
company’s history and 95 per cent 


the previous year’s figures. 
Stokely, Jr., president, 
pointed out to stockholders that 
although the government has re- 
stricted use of tin cans for certain 
commodities, the major part of 
Stokely’s products are considered 
essential to civilian and war use and 
for these purposes cans are avail- 
able. 
Stokely’s 
ary, Honor 
Corporation, 


above 
W. B. 


wholly-owned = subsidi- 
Brand Frosted Foods 
greatly increased its 


' volume of business, according to the 


“for the first time 
showed a substantial profit.” It 
added, “We believe that the pros- 
pects for this subsidiary are now 
exceptionally bright and have ac- 
cordingly expanded our acreage and 


report, and 


against $672,107 for the comparable 
period last year. 


Bendix Home Appliances 

Net profits for the six months 
ended June 30 were $1,032,305, 
compared with $552,661 for the first 
half of °41. 


Greyhound Corp. 

For the first half of 1942 earnings 
amounted to $2,245,420, as against 
$2,708,965 for the first six months 
of last year. 


W. Va. Pulp & Paper 


During the nine months ended 
July 31 earnings were $2,314,151, 
compared with $3,382,624 for the 


comparable period last year. 


20th Century-Fox 

Net profits were $2,190,894 for 
the 26-week period ended June 27. 
This compared with $861,278 re- 
ported in the comparable period 
during 1941. 


Bendix Aviation 
Earnings were $11,035,022 for the 
nine months ended June 30, as 


as 


i P . 


Old Man River—He Just 
Keeps Rolling Along 


@ The Mississippi, of course, has 


changed. Gone forever are the 


magnificent floating palaces, 


serving the finest foods and 


offering luxurious accommoda 


tions swarming with wealthy 


planters in top coats and tall 


beaver hats, with women in hoop 
skirts. No 


chant 


longer do the roust 


abouts their sing-song 
lead 


toll the 


tunes as they haul in their 


lines, no longer do they 


big bells for departure. 


@ Today the river is busier than 


ever. Powerful Diesel and steam 
tow boats with their all-steel 
barges bring infinitely more 


shipping to Memphis than ever 


before. But the glamorous pack- 
ts, the show boats, the mus- 
tachioed river gamblers have 


long since disappeared 


Trees 


another sense, 
will never disappear. They 
in story, 


@ And yet, in 
they 
will always live in song, 
in romance—a deathless part of 
the Old South. They live in the 
stories which every 
Appeal, by 


appear day 


in The Commercial 


its veteran river reporter, Joe 


Curtis. His widely-quoted col- 
umns, unique among newspaper 
features, recreate each day the 
color, the beauty and the fas- 
cination of the river in its hey- 
day. 

@ For 102 years The Commer- 
cial Appeal has been the great 


South be« 
it has been the expression of the 


newspaper of the ‘ause 


South's traditions and purposes. 
And with its unparalleled treas- 
ure-chest of and 


reader loves 


loyalties, it is exceptionally pro- 


ductive for advertising. 


- THE MEMPHIS 


COMMERCIAL APPEAL 


Memphis On The 
Mississippi 


7 X\ 


Abraham Lincoln came to Memphis 
in 1831, piloting a flat boat laden 
with hogs and corn Lineoln him- 
self cooked the meals for his crew 
on a dirt-covered spot on the floor 
of the barge. Henry Clay and John 
Calhoun were Memphis visitors by 
steamboat in the 1840's 


x * * 


Explosion of the Ste amship Penn- 
sylvania at Memphis in 1858 killed 
300, including Henry Clemens, 
youngest brother of Mark Twain 
Pilot of another boat, Mark Twain 
was with Henry when he died in 
Memphis The treatment Henry 
received caused Mark to” write, 
‘“jod bless Memphis, the noblest 
city on the face of the earth,” 


x * * 


The — glamorous event in the 


hist« of the Mississippi was the 
race “hotween the Natchez and the 
Robert Kk. Lee when these river 
greyhounds staged their famous 
dash from New Orleans to. St 
Louis with $200,000 wagered on the 
outcome The rival boats passed 
Memphis July 3, 1870, with the 


whole city watching 


x * * 


Typical of the floating palaces was 
the Steamer Grand Republic in the 
ISSO0'S Its elegant parlor was fur- 
nished with imported French furni- 
ture, great crystal chandeliers and 


a grand piano. The owner won the 
boat in one of the greatest poker 
games of river history 

x * * 
The flat boat men were indescrib- 


ably tough too 
Memphis wharf 
chasing him up the bluffs with 
their hickory clubs whenever he 
tried to collect wharfage fees In 
1845 they fought a pitched 
with the Memphis police and 
militia 


tough for the 
master, usually 


~x~ * * 


Federals captured Memphis in the 
Civil War through ai spectacular 
naval victory in 1862. Confederate 
ind Yankee gun boats and rams 
slugged it out in Memphis harbor. 


Both sides lost heavily through 
ships rammed and sunk 
x * * 


Catering to the wealthy planters, a 
typical steamboat menu included 
such delicacies as broiled sheep's 
nead with oyster sauce, gelatin 
poulard, magalenes of whiting a la 
Venetienne pattes-chaud of wgod- 
Veiau a la ciboulette, hogshead a la 
Florentine, wild turkey with maitre 
dhote sauce, venison with guava 
jelly, and stuffed shoulder of mut- 


| 
| 


a gkarnished with oysters. 


a The Commercial Appeal and 
The Press-Scimitar are the two 

great Scrippse-Howard newspa- 
! pers serving Memphis. Repre- 
sented by the National Adver- 
tising Department of Scripps- 
Howard Newspapers. 230 Park 
Avenue, New York Also in 
Semthi Detroit, Philadelphia. 
is and San Francisco. 


| 30, earnings were 
| $126,399 for the comparable period 


the 


with $11,585 for the first half of °41. 


Fairchild Aviation 

Net profit for the first half of °42 
was $423,350, against $365,049 for 
the first half of 741. 


Ingersoll-Rand Co. 

For the six months ended June 30 
earnings were $3,378,485, compared 
with $4,420,220 during the first half 
of last year. 


Reo Motors 

First half earnings were $409,258 
compared with $147,994 during first 
six months of ‘41. 


Sperry Corp. 

Net profit for the first 
1942 was $2,394,237, compared with 
$3,477,433 during the same period 
last year. 


Decca Records 

For the six months ended June 30 
earnings were $379,783, against 
$383,591 in the comparable period 
last year. 


United Wall Paper 

For the year ended June 30 net 
income was $551,002, compared 
with $325,973 in the previous year. 


United Drug, Inc. 

A net profit of $968,139 for 
first half of 1942 compared 
$518,637 in the first half of °41. 


the 
with 


Fruehauf Trailer Co. 
For the six months ended June 
30, net profit was $635,991, against 


$127,291, against 


last year. 


Brillo Mtg. Co 

Net profit amounted to $205,131 
during the first half of 1942, com- 
pared with $213,541 in the first six 
months of 1941. 


Seeman Bros. 

For the year ended June 30, 
its were $418,761, compared 
$382,262 for the previous year. 


prof- 
with 


Postal Telegraph 

For the seven months ended July 
31, the deficit was $2,659,999, 
against a loss of $1,397,262 for the 
same period last year. 


Vick Chemical 

Net profit was $2,211,430 during 
year ended June 30, compared 
with $2,804,026 during the previous 
year. 


Firestone Tire & Rubber 
During the 12 months ended May 
31, earnings were $11,023,372. Net 


half of 


|$1,137,977 for the first half of last 
year. 
Plough, Inc. 

For the six months ended June | 


WERE cory mato. f eometionce 
ore enatin to get Sestan + 


\ ee 


The company is turning out “iron re 
tions" for soldiers and the civilian sur 
ply is naturally limited, George Westo: 
Ltd., Toronto, is explaining to consumers 
in a series of 600-line ads in dailic 
Baker Advertising, Ltd., is the agency 


income for the comparable “pericd 
last year was not available. 
Huyler’s 

For the year ended June 30, net 
income was $70,006, against a deficit 
of $4,954 in the previous year. 
American Bosch Corp. 

Profits totaled $203,525 during the 
first half of 1942, compared with 
earnings of $363,922 during the first 
half of 1941. 


Pressed Steel Car 


For the six months ended June 30 
earnings were $567,191, as against 


| $398,203 during the first half of ‘41 


WPB Names Hutchins 


Daniel J. Hutchins, former Ford 
Motor Company executive and more 
recently district representative fo: 
manufacturers’ sales for Firestone 
Tire & Rubber Company, has beer 


|}named director of the Detroit re- 
gion, War Production Board. Mr 
Hutchins, who is on leave from 


Firestone, has been acting director 
for the Detroit region since Ernest 
Kanzler went to Washington to be 


| WPB deputy chairman in charge of 


program progress. 


Talcott to IPR 


Dora May Talcott has resigned 
from the publicity department of 
Batten, Barton, Durstine & Osborn, 
New York, to join the Institute of 
Public Relations, New York. 


Salzman Named Agency 


H. A. Salzman, Inc., New York, 
has been appointed to direct adver- 
tising for Red Rock Bottlers, dis- 
tributor of Red Rock cola, Atlanta, 
Ga. 


‘Look’ Adds Walter 

Harland Walter, for the past four 
years Detroit manager of Southern 
Agriculturist, has joined the Det 
staff of Look. 


Winning the War is all that matters! 
Today, when America’s vast war effort demands — 
_ that every muscle be strained in the interests of 

. Railway Express is trying to do its p 


_ RAILWAY EXPRESS: 


AGENCY ane. es 


F § bs 
ae 
oul 
= 
aCe, 
‘ ‘i 
4 : . Ar) | 
2 Po a 
a me: 7 Whab' > / 
4 Bi : 
a. 
. oe : yp ~ ) green, But wath Seeten's, the wer 
ey ie must come bret 
a + oe dmg ous bet fr te comniy by mowing 
—— ° a 
ee ee ; Far instance, the evens thet babe Cestes's 
we —— eee 
ine Reteren the production of wer anders. we hope 
i ke be ahi te cupely your gree with « muted 
tae 
ee i : pe ENGLISH QUALITY BISCUITS : 
ps 
Pee ac 
mn ‘ e a 
= ee 
” 
= ee ——™ 
ca 
ae. i 
nee 3 | 
F par a . 
ia: 
Rt 
P re ee 
Bare 3 : EE 
ie «eas 
pam ; 5 ‘ 
no sila ' 
: : 
A i ™ a || : , 
; ¢ ae P < 
is a F ~ : 
+s ae? i. : é 
, 4 , ‘ r 
(oe = Se ee - t 
* aes = i ae \_ ) oe ¥ 
- 7 . 2 y oe ee _ ( 
3 a sil ee wee ee ; 
+ “wee es Cie iene ee ee aes 
5 —_ ay ’ 1 nS a ‘s 
i. | gh ae ee zz 
: ee ) 
‘a ae A 
| Fe j 
ie 3 | : , Pa Po . 
“cen Sah F r a re e 7 me 
a ay : .. too oF On y Vanes S 
ore ‘ Pe eee afi eee a 
: i | ee og eee ¥ ees Wem fe j 
‘ “ai u wit oe an, oe Re: sei , 2 ‘ u 
al ' ee feet. ly fe a 
} ake — : “ - oe 2 yl 
, P a = oe ee ings St 2 a os 
; i Gi tle i a : 
= —— °« 1. es ) 
pa a + . + ’ i so pes : ‘ e3 : a * ie 
ae re ee . . -20 oo ee er oe “ : o} 
' : ‘ ; > nm: , r ae e 
a “4 E ae ee a, ; May a 
: ’ 4 <n e Sean or can eae 
oat ‘art — 2 a . ' - [aoe oan pre woe vl ee -y 
aa ie — 0 SS ee Nee RIN eB Seve 
ee : eee fe a ig naa cu 
a oe Fish. en. oe ee — 
“+ od A SS a be 
‘ tak ~ . : oe *: ~ Sh 
oe: ae a nl Sie cee 
in ee ae — 
ae — = a 
y “e we 3 ee — : th 
oe m 
= * : OV 
wen ee we 
a " 
- : Sa 
ir <i a a bc 
= a 
ae ee bo 
i. ae ee <—SSSSSSSSSSSSSSSSSSSSS 
a; ee ae 
a 
PO FC : ; Z Z i ; 
- " EXRRESSZZ — Dis. 
See ae ; iia alae a s ; re -_ ‘ 
Ped Poe ve oe oN 7 
7 — “— F . P — 
F ee : a ae : a 4 
i ; : ; ‘s < zg Pe y - / s = a bate. 7 y 
- ‘ me, PO | | : = ‘ 
. oa Bl: id : 
e = pe Pe . . 
gy ok - é : 
? fF | a 
a i ~ gah Be 
a at : mo eer >: ger a) ; 
~~ = i a b Ps ee a 
i eee Ab. peait.ate cee rc ee faa bs 
% = see ee ld NATI a N-' IDE RA t AIR ervi t i; ie a 
- te a a rr ” 
o = 
2 nity 
A. Ty > 
re wey he ad : % ‘ ° , + 
‘ . pa , - = » is: ee zs 2S at, Bye ‘3 % vias ae . Pe ake te * > ~ ‘ Ps f te ' ae es ae ‘wea i > —t) . i ° ; : : y- “ 4 ; ee a : - dais ant 
- ar} es ivy s. he REE cae : it om ee Ps , Mores Bra F an ‘ aos ee ieee oe t, og cad me Me's’ he 
ms ae are wa: : se RP as Ti, ie CF he * aS = res ? ’ a 5% 4 ty é = es . hat TWh By ge tS ‘a Bae a “ sae ti ie i ee 4 i . ons * ae 
ee! ere 3 | 5 ? - e ts a lal : et eae: * mt ie Yahya ik eee oe Sate aay eyo . es eS Se eS 


tn 


e 30 


oe lin: ve Fae FBS 


<< ~nell 14, 1942 


ADVERTISING AGE 


39 


Full- -page Copy 
Sells Savings to 
People of Troy 


Troy, N. Y., Sept. 9—In July, 
1941, the Troy Savings Bank, an in- 
stitution now in its 120th year, 
launched an innovation in savings 
sank advertising through the use of 

full page in the Troy Record and 
he Times-Record. Now it has car- 
‘ed through with a full year of full- 
age newspaper advertising, and has 
entered into a second year using the 
ame dominant space, convinced 
hat its bold move has proven its 
alue. 

“The use of full-page newspaper 
advertisements by a savings bank 
has not often been attempted,” Ray- 
mond K. Meixsell, public relations 
director for the bank, explains. “It 
was an experiment for us a year 
ago. We have kept it up ever since 
and intend to continue it based on 
results to date.” 

Advertisements are dramatic in 
character, and sell the importance 
and the wisdom of saving, especi- 
ally during present times, in straight 
merchandising fashion, without the 
stuffiness so often considered an es- 
sential part of bank 
The pages appear about once a 
month, and are backed up by 24- 
sheet posters throughout the Troy 
Doremus & Co. handled prep- 
advertise- 


-e natn eonm 


area. 
aration of the newspaper 
ments. 

Explaining the thinking behind 
the inauguration of the big-space 
drive, Mr. Meixsell points out that 
“like other industrial cities—large 
and small—Troy has been largely 
converted to war production during 
the past three years. Wages and 
employment have been running at a 
high level. Thousands of people in 
this area have enjoyed a substantial 
rise in earning power since 1939. 

“Recognizing that most of these 
workers and their families face the 
alternative between boom time 
spending and far-sighted thrift, we 
decided to urge the latter course 
upon them, through the advertising 


of savings accounts, defense and 
war savings bonds and other de- 
pendable methods. ‘Bank you 


extra pay’ has been the basic theme 
of the series. 


“The increase in the number and 


size of savings accounts in the Troy | 
in which this | 


area during the year 
campaign has been running, has 
been among the largest in New York 
state.” 


Typical of the approach taken in 


the advertisements was one in which | 


more than half the page was given 
over to headline and a picture of a 
woman in her kitchen, saying, 


“Here’s my recipe book for a lot of | 


satisfaction,” bank 
book. 
‘Just look at the recipes in this 
book,” the copy says. 
“Here's one for the 


and showing a 


home John 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 


207 North Michigan Avenue 


Franklin 5854 


advertising. | 


and I are going to build after the 

war. Here’s another for the new 

car we'll be buying then, too. 
“Here’s a recipe for giving Sis and 


Junior the best education we can 
find. Here’s a recipe for peace of 
mind, for protection against illness 
and reverses, for security in our old 
age. 

“They are all just one recipe, 
really. And as easy as apple pie. 


“All you have to do is to save reg- 
ularly. Each pay day put something 
in your savings bank account. Soon 
it becomes a habit—a happy, com- 
forting, satisfying habit. 

“John says saving is patriotic, too. 
The bank pools our money with the 
savings of thousands of other peo- 
ple and puts it to work where it 
does the most good—in loans to in- 
dustries working on war contracts, 
and in government bonds. When 
the war is over, these tremendous 


|}sums of money will help our coun- 


try make the changeover from war 


to peace.” 


Wyler Buys Newscast 
Wyler & Co., manufacturer of de- 
hydrated soups, bouillon cubes and 
dehydrated vegetable flakes, has 
signed a 52-week contract 
WGN, Chicago, for the 1:45 to 2 
p. m. news period on Mondays, 
Wednesdays and Fridays. John Hol- 
brook is the newscaster. Goodkind, 
Joice & Morgan handles the account. 


with | 


Pvt. Rossetti 
Won't Let the 
Customers Forget 


New York, Sept. 8.—Tullio W. 
Rossetti is one advertising man who 
practices what he preaches. Despite 
the fact that he’s currently in uni- 
form at the Miami air replacement 
center, he refuses to let customers 
and prospects forget him. When 
“V" Day arrives he hopes to step 
right back into harness. 

Formerly an account executive 
with Mailograph Company, direct 
mail service organization, Pvt. Ros- 
setti naturally leans toward direct 
mail as his favored medium. Every 
month he dispatches a personalized 
letter, describing typical day-to-day 
activities as seen through the eyes 


of a rookie. Packed with human 
interest, the communiques are is- 
sued on attractive red, white and 


blue stationery. 


Clients Appreciate Letters 

His first mailing to a selected list 
brought a flood of complimentary 
letters from old clients as well as 
prospective customers. All of them 
reflected the feeling that the wel- 
come mat will be out for a salesman 
named Rossetti when the fury of 
battle dies away. 


Supermarkets Set 
for Annual Meeting 


Inventory control, price ceilings 
and the labor shortage will occupy 
the spotlight at the sixth annual 
meeting of the Super Market Insti- 
tute, scheduled for St. Louis, Sept. 
27-30. 

A. C. Hoffman, representing the 
OPA, will participate in a panel 
discussion along with other govern- 
ment representatives and = super 
market operators, in an effort to 
clarify some of the “squeeze” prob- 
lems facing the food industry. Paul 
M. Willis, president of the Associ- 
ated Grocery Manufacturers of 
America, will present the manufac- 
turer’s viewpoint, and I. M. Sieff, 
British department store owner, will 
discuss price control and rationing. 


Ayres Ends Annual Sales 


L. S. Ayres & Co., Indianapolis de- 
partment store, used large-space 
newspaper copy recently to an- 


nounce that it has discontinued its 
annual store-wide anniversary sales 
for the duration. Reduced price 
sales will be held for merchandise 
that is replaceable or for which sat- 
isfactory alternates are readily ob- 
tainable, the company explained. 


Clover Farm Moves 
The national headquarters offices 


of Clover Farm Stores have been 
moved from 4300 Euclid avenue, 
Cleveland, to the Fidelity building, | 


1940 E. Sixth street. 


Offers Feature for 
‘Newspaper Week’ 


A series of articles dealing with 
various phases of advertising of in- 
terest to consumers has been pre- 
pared by Prof. Frank B. Hutchinson, 
Rutgers University School of Jour- 
nalism, for use during National 
Newspaper Week, Oct. 1-8. 

Entitled, “Behind the Scenes of 
Advertising,” the material is avail- 
able to newspapers through state P- 
press associé itions or from Press Al- 
liance, 22 E. 45th street, New York. 


F. edderson to KY to KYA 


Don Fedderson, formerly of the 
San Francisco News display depart- 
ment, has been appointed advertis- 
ing manager of Station KYA, San 
Francisco. 


. 5000 WATT 


Voice 
F of the 
Tri-Cities 


Affiliate: Rock Island ARGUS 
MUTUAL NETWORK - 1270 KC 


haut the Widddle 


Cleveland Municipal Stadium 


would never see a ball game 


@ And without the middle-income* families, you don’t 


make a sales home run in the Cleveland market. 


® Cleveland boasts 242,473 families. Of these, 
136,027 are in that important middle-income bracket. And 
they’re looking for ways today to spend their money. 


@ In Cleveland one out of every four middle-income 


families reads THE FAMILY CIRCLE magazine 
(Starch Consumer Magazine Report). 


@ If you really want to cover Cleveland and 


many another market with your sales message, don’t 
overlook the middle-income group. And when 
you make up your schedule, include THE FAMILY CIRCLE. 


*$1000 to $3000 
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Liquor Group 
Tries Small-Town 
Good-Will Test 


New York, Sept. 8.—Underscoring | 
taverns | 
inhabitants, | 
Allied Liquor Industries launched a | 


public relations between 
and local community 


test campaign this week in 20 small 
towns along the Atlantic seaboard. 

The ads, scheduled for weekly 
newspapers as a one-time shot, are 


huarded 
COMMUNITY SEAL. 


ol a Commrnderg, 


t aaa —-s-o=- mains o & onbe aw at 
designed to enlist the cooperation 
of civic officials, local law enforce- 
ment authorities, newspaper pub- 
lishers and the public at large in 
the liquor industry’s “efforts to 
maintain the highest standards of 
conduct in the sale of its products.” 

Basis of the drive will be the 
awarding to a community of the 
“Allied Seal of Commendation.” 
This seal will be presented to the 
mayor and other appropriate officials 
of towns in which the sale of dis- 
tilled spirits is known to be con- 


| Springfield Ad Club | 


Lists War-Work Skills 


| Members of the Advertising Club 
of Springfield, Mass., have regis- 
| tered their advertising and publicity 
skills for promotion of war, govern- 
ment and community programs. 
Skills were listed in response to a 
questionnaire sent out by the club 
for members to indicate their will- 
|ingness to assist in salvage, war 
bonds and stamps, civilian defense, 
| war chest and Red Cross drive. 
Kenneth Hinshaw, publicity di- 
rector of Eastern States Farmers’ 
Exchange, has been appointed chair- 
man of the war advertising commit- 
|tee. The first project of the new 
committee is the promotion of 
| Springfield’s War Chest. 


| KFI-KECA Announces 
Personnel Shifts 


| John I. Edwards, production man- 
| ager of Stations KFI and KECA, Los 
| Angeles, has been promoted to pro- 
|gram director, succeeding Glan T. 
Heisch, who resigned to take up du- 
| ties as production executive 

the OWI in San Francisco. 

| Matt Barr, formerly news editor 
|of the NBC Hollywood publicity 
| office, has been named publicity di- 
rector for the two stations. 


| Inland D.P.A. to Meet 


Inland Daily Press Association 
will hold its 1942 fall convention 
|and meeting for election of officers 
|on Oct. 13-14 at the Sherman Hotel, 
| Chicago. 


_WHN to Air Football 


WHN will broadcast all this sea- 
son’s home and away games of the 
professional New York Giants foot- 
ball team, with Red Barber, assisted 

|by Alan Hale, continuing at the mic- 
rophone. The program will be spon- 
|sored by P. Lorillard Company, for | 
Old Gold cigarets. 


ducted by responsible citizens “who | 


abide strictly by all federal, state 
and local ordinances.” 


Rose Gets New Account 


Charles Edson Rose Company, 
Chicago, has been appointed to di- 
rect advertising for Handy Button 
Machine Company, Chicago. 


Brine to Nolde & Horst 

| Gordon Brine, formerly vice-pres- 
ident in charge of sales for Rollins 
Hosiery Mills, Des Moines, Ia., has 


| been named vice-president, sales 
manager and a director of Nolde 
;and Horst Sales Company, New 


York hosiery company. 


EVE CATCHER Pf X-: 5). 66 


PLAN BRINGS PHOTO 


THE world’s greatest collection of hard-hitting sales 


on exactly the same plane as the big shot who pays $ 


like this to be used in a Satevepost page 


Nothing like EYE*CATCHERS anywhere. 
ones added monthly Subscription price 


Over 7000 


Gives you quick action and high quality at BIG SAVINGS 


a> 


ring the bell 


Supplement, month 
details. 


CUE’ CATCHER 


only $5 per month 


Write now for bie. new WAR.-TIME promotion 
Y proofbooks and subscription 
ALL FREE—no obligations. 


promotion photos. Puts you 
0 and more for one pix 
subjects available. 100 new 
photos or mats 

Makes every job 


10 East 38 St. 
NEW YORK 


its inherent goodness ... 
Spanish .... 
write copy that drips with human 
ject .... and is ready to convince 


tives in the advertising field . . . 


fident .... 


that cross he must bear with him 


self-reliant .. . 


man is not, definitely aot 
a worldly employer. 
Age. New York. 


ARISEN FROM THE DEAD 


. When a man is put away for ten years, by no conceivable streteh 


of the imagination can he be looked upon as a living human being. 


His life is a drudgery and monotonous routine that tends to sap 
the very last iota of decency and self-respect that is left within him: 
just as surely as the slow, smooth, persuasive erosion of rock by 


His life is devoid of the barest necessities and the 


Only one person can rehabilitate this man .. . 


He enters as flotsam and is thrown out as 
persistently and doggedly refuse to sink to that level of that brand 


when that man will devote his time to the study of current events 


.. to the absorbing psychiatric dissection of the 


a) — 
He owns neither his body nor his soul. 
running water. 
smallest luxuries are magnified be 
a nonentity. 
one .... the man himself. 
jetsam. He is practically a dead 
of outeast society he is compelled 
. world events . . 
' human mind... 


. the fallacies and hypocracies of sociology offset by 
. when that man will teach himself to be- 
come a fair typist. a good stenographer, to read and write and speak 
when that man becomes convinced of his ability to 


when that man’s letters have brought responses from top-notch execu- 
. When that man can step out into 
the world with a radiant smile lighting his countenance . . . 


. ready and willing to buck that stigma. 


+ e+» jetsam. 
Further particulars write Box 3790, Advertising 


He crawls within himself. 


yond all conception. He becomes 


. only 
BUT 


man. when that man will 


to live with. day in and day out: 


interest... . on virtually any sub- 


others of that natural ability... . 


. self-con- 


to his grave .. . . gentlemen, that 


A most valuable asset awaits 


with | 


Getting Personal _ Chicago Business 


It was a short honeymoon for John F. Royal, NBC’s v.p. in charge 
of broadcasting, who left for England by clipper for a series of confer- 
ences with high British officials. Traveler Royal left behind him his 
bride of only a few days, Leonora Corbett, star of the Noel Coward 
play, “Blythe Spirit.” . . 

Strange Feeling Dept.: Jack Reilly, manager of KOY, Phoenix, 
Ariz., recently journeyed to Ft. Des Moines, Ia., to see his wife gradu- 
ate from the WAAC’s officer training school. . . 

Jack Burgan, who used to be assistant to the dir. of the bureau of 
publicity of the New York State division of commerce, and is now 
serving as a yeo- 
man in the Navy, 
is the author of a 


NEW VICTORY SUITS? — 


A ae or novel. Called 
Ae » o “Even My Own 
a Brother,” the yarn 

ye a will be published 


by Bobbs - Mer- 
rill... 

Seldom can a 
copywriter be sure 
that what he has 
written will be 
preserved for pos- 
terity, but Loring 
Pratt, Ruthrauff & 
Ryan, has done 
just that. He has 
written the win- 
ning_ inscription 
for the permanent 
national memorial 
to the American 
Legion in _ St. 
Louis, which will 
honor the founding 
of the World War 
I veterans’ organ- 
ization at the St. 
Louis caucus in 
May, 1919. Legion- 
naire Pratt is com- 
mander of Mam- 
aroneck Post in 
Westchester and also chairman of that village’s war council. . . 

For at least one night last week Capt. Herschel Williams, Army air 
forces, cast aside his official duties in favor of Broadway. The di- 
version was understandable—it was the opening of a new play, 
“Janie,” of which the former R & R radio director is co-author. . . 

Donald P. Campbell, of the Blue Network sales staff, is bearing up 
well after becoming the father of a boy, his first child. The new- 
comer has been named Donald Keith. . . 

Fletcher Turner, J. M. Mathes radio dept., has also joined the 
“proud father” ranks. He was recently presented with a five-pound, 
two-ounce baby girl, who has been christened Jane Lippincott. Her 
mother, Dorothy Lippincott, was formerly a member of Mathes’ pub- 
iicity dept. . . 

The Cornell Society of Hotelmen, comprising graduates of the hotel 
administration course at Cornell University, now has a new president 
in the person of H. Victor Grohmann, pres. of Needham & Grohmann. 
The agency head is a Cornell grad, class of ’28, and has always been 
active in Cornell affairs. . . 

That once-in-a-lifetime thrill that everyone who has ever held a 
golf club dreams about—a hole-in-one—came to BBDO’s Bruce Barton 
recently when the chips were down. He came to the last hole on the 
Franklin Country Club course, in Massachusetts, needing a birdie two 
to win his match, and sank his tee shot on the 130-yard hole. . . 

The former Westchester estate of George Washington Hill, American 
Tobacco Co. president, will soon bow to changing trends and become 
the site of neat 
rows of modest su- 
burban homes. 
The tobacco mag- 
nate’s 19-acre 
showplace at Irv- 
ington, N. Y., has 
been sold and wil! 
probably be di- 
vided into small 
building plots. .. 

Lt. Alfred A. 
Lutz, formerly of 
Gardner Advertis- 
ing Co., St. Louts, 
but now stationed 
with the Army air 
forces, married 
Margaret Colby of 
St. Louis recently. 
They will live in 
Dayton, O., where 
he is stationed. . . 

William J. Nel- 
son, of the prom. 
dept. of WLS, Chi- 


William M. Tieman of Atherton & Currier and George 

H. Schiesser of Erwin, Wasey & Co. drew a big gallery 

with these get-ups at The American Weekly's recent an- 
nual golf tourney at Mamaroneck, N. Y. 


CANTOR JOINS PARADE — 


Eddie Cantor presents to Frank Mullen, NBC vice-pres. 


cago, and Mary and gen. mgr., a special recording for the network's 
Jane Dewey of “Fall Parade of Stars,” a special exploitation program 
Oak Park, II. calling attention to coming fall shows. 


were married Aug. 
29 in Oak Park 

George Lasker, g.m. of WORL, Boston, is mighty proud of his son, 
Yale, who has passed his exams and been accepted for training with 
the Army air forces. Young Lasker will continue with his studies at 
Northeastern U. until he is called. . . 

Fortune has srgiled on the brothers Wallace, one of whom. Jack. 
formerly worked with a Columbus, O., radio advertising company, 
and Stewart, former city ed. of the Ohio State Journal. Columbus. 
The brothers are in the same battalion, stationed at Ft. Wolters, Tex. 
Their surprise when a friend telegraphed that he had heard them 
mentioned as missing heirs on the “Court of Missing Heirs” program 
can well be imagined. The legacy, $6,000, was left by the brothers’ 
grandmother to their mother. Jack was granted a furlough to appear 
on the radio show... 


New Competition 


Chicago, Sept. 9.—The Chicago 
Business Papers Association this 
week announced a new national 


award for the best all-around use of 
business paper advertising. The ini 
tial award will be given for adver- 
tising published in 1942, and entrie 
in the competition may be filed un- 
til Jan. 31, 1943. 

In describing the competition 
Kingsley L. Rice, president of Power 
Plant Engineering and president of 
the association, declared that while 
there are numerous awards made 
for individual advertisements 01 
campaigns, the new award is in- 
tended to underline the value of 
over-all planning and execution of 
business paper promotion in all fields 
in which the advertiser markets his 


| products. 


Entries From Publishers 


An unusual angle of the competi- 
tion is that entries may be filed by 
agencies and publishers, as well as 
by advertisers direct. All entries 
must be accompanied by statements 
of advertising objectives and sup- 


| plementary evidence of results. 


The jury of awards, which has 
not yet been announced, will be com- 
posed of leading advertiser and 
agency executives, qualified by 
knowledge and experience to judge 
the merits of campaigns. It is ex- 
pected that the jury will make its 
decision by Feb. 20, 1943, and that 
formal announcement and presenta- 
tion of the award will be made in 


| March. 


Details of the competition and 
copies of the conditions governing 
the award may be secured from the 
Contest Secretary of the association, 
100 E. Ohio street, Chicago. 


Trio Names Chesman 


Nelson Chesman Company, Chat- 
tanooga, Tenn., has been appointed 
to direct advertising for the Ala- 
bama Trio, radio stations WSGN, 
Birmingham; WSFA, Montgomery, 
and WALA, Mobile. 


Drug Account to Lyon 


King Drug and Health Foods, 
Providence, R. I., has named §S 
Duane Lyon, Inc., New York, as its 
agency. Magazines and newspapers 
will be used. 


Suber to Mathes 

Carl Suber has resigned as ac- 
count executive for N. W. Ayer & 
Son, New York, to join J. M 
Mathes, Inc., New York, in the same 
capacity. 


Names Hammer Agency 


The Bell-Gong Mfg. Compan) 
East Hampton, Conn., has appointed 
Hammer Advertising Agency t 
direct its account. Business pape! 
will be used. 


& COMPANY 


NATIONAL RADIO STATION REPRESENTATIVES 
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| method” of determining the allow- 
lability of costs, rather than to the 
lestablishment of any “rule of 
|thumb” regulations, feeling that 
| identical allowances may permit ex- 
| cess profits to one contract and un- 
| due hardship to another. The prac- 
tice in the Army to give the 
| highest decree of autonomy to indi- 
|vidual contracting officers in the 
field, although permitting appeal of 


Ad Cost Ruling 
by Armed Forces 
Expected Shortly 


(Continued from Page 1) 


1S 


sumption that one does not need | their decisions to the chief of the 
advertising to sell to the govern- | S€rvices of supply or the chief of 
ment. This principle does not orig- the material command, Army air 
jnate with the armed forces, but forces. Although | the Navy and 
comes from the Treasury Depart- Maritime Commission purchasing is 
ment’s two-year-old omnibus inter- centered in Ww ashington, the “case 
pretation of the now revoked are stil applies. i ; 
VineoneTrammel act. “Treasury De- All contracts are divided into two 
«sion 5000.” This lengthy > al general classes, “cost plus a fixed 


fee’ (generally allowing a net in- 
come before taxes of approximately 
10 per cent), and “fixed price.” 
Purchasing officers are permitted 
to allow some advertising, but not 
to sell goods to the government, 
and not to build goodwill or postwar 
markets under “cost plus” contracts. 
Promotion permitted might conceiv- 


ment, embracing the entire field of 
cost accounting on war contracts, is 
still the foundation of all rulings or 

dvice’’ on war contracts, whether 
from the armed services, or from | 
the WPB_ accounting advisory | 
branch, which in June attempted to 
distill its principles in the oft- 
quoted “green book,” an “Explana- 


ee ; ; ably include advertising to secure 
tion of Principles for Determination io seal iuticiun 4 oy Pomptars 
; . vorkers, advertis ( ‘ate sub- 
of Costs Under Government Con- & 
reste” contractors, and advertising to ex- 


plain use and maintenance of war 
equipment in trade and technical 
journals. Each case, however, will 
rest on its own merits, and on the 
ability of the contractor to demon- 
strate that the advertising is essen- 
tial to the performance of the con- 


There is little prospect that any 
Treasury, Army, or Navy interpre- 
tation will change the fundamental 
principle that advertising is not 
needed to sell to the government; no 
more prospect than that of Congress 
legalizing the payments of broker- 


‘ A tract. 
age fees to ‘Washington representa- . 
tives” of manufacturers as an item Have Little Effect 
of cost in government contracts. Any amounts allowed by these 


Advertising Encouraged purchasing officers will, in all prob- 
ability, be so small as to have little 
if any effect on the eventual net 
profit after taxes of the contractor. 
In the majority of cases advertisers 


But this principle does not mean 
that either the Treasury or the 
armed services frowns on advertis- 
ing. Actually high-placed purchas- 


i ing officials in the Army and Navy seek and get few allowances in cost 

: er or encourese sdiverticina plus contracts, charging their ad- 
Toe 2 .. | Vertising to net income before taxes. 
especially institutional advertising, Admiasibility { ~xpenditures 
advertising to preserve’ postwar sn egpre apes 7 vo gig enscecaggies 

7 einen advertising to tabilize from net income before taxes is 
Jus SS, « “LIS Sle ze . 

t & not the concern of the armed forces, 


postwar employment, advertising to 

sustain worker morale. But the gen- 

| eral feeling in the armed forces is 
that 


but of the Treasury. And since the 
Collector of Internal Revenue will 
render advance opinion on expendi- 
tures, if submitted to him in writ- 
ing, and legally bound by this 
advance opinion, no confusion need 
arise. The proper procedure for 
advertisers to follow is to submit 
any new and extraordinary expen- 
ditures in writing to “Collector of 
Internal Revenue, Washington, D. 
Cc.” with a written explanation of 
their necessity. Most advertisers 
who have followed this policy have 
found the decisions reasonable. 

The second major type of war 
contract is the fixed price contract. 
Under this type the armed forces 
will purchase say 10,000 trucks at 
$1,000 each. As the volume of pro- 
duction increases, as more efficient 
methods are employed, the contrac- 
tor’s costs will decrease. 


advertising to build postwar 
markets properly chargeable 
against profits, and not against the 
cost of performing a contract. Thus 
the final determination of the allo- 
\ cation or reasonableness of these ex- 
penses rests not with the Army or 
Navy, but with the Bureau of In- 
; ternal Revenue. And the policies of 
the Internal Revenue division were 
quite thoroughly set forth in the re- 
cent statement of the Association of 
National Advertisers, which has 
been mimeographed and distributed 
to Internal Revenue agents 
basis for their decisions. 
ING AGE, Aug. 31.) 
The armed forces, like the Treas- 
ury, are dedicated to the 
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eo More Than § Sunday Paper 

"A CONNECTICUT INSTITUTION” 
with the largest | 
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Contracts Renegotiated 


The price adjustment boards of 
the Army, Navy, and Maritime 
Commission are primarily engaged 
in the renegotiation of contracts in 
this category “to eliminate excessive 
and unreasonable profits on war 
'contracts.” The field price adjust- 
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ment sections of the Army, and the 
boards in Washington of the Navy 
and Maritime Commission generally 
review all of the costs of a war con- 
tractor to get an over-all picture of 
the conduct of his business. If his 
profits are unreasonable or exces- 
sive, or if his allocations of expen- 
ditures for research, for deprecia- 
tion, for advertising, for a host of 
general expenses appear excessive, 
the remedy will be made in the 
form of a negotiated reduction in 
the unit price of individual con- 
tracts, usually acceptable to both 
parties. 

The price adjustment boards of 
the three services have agreed on a 
fundamental policy statement gov- 
erning renegotiation which in 
part: 

“1. Excessive and unreasonable 
profits should be eliminated or re- 
captured. 

“2. Reasonable profits should be 
allowed to encourage an _ uninter- 
rupted, efficient and maximum pro- 
duction of war goods on a low cost 
basis. 

“However, no fixed, arbitrary for- 
mula for determining a reasonable 
profit is contemplated. The situa- 
tion of no two companies is exactly 
alike. .. 

“A company’s over-all profit be- 
fore taxes on its war business and 
not the renegotiation of individual 


1s, 


contracts provides the primary ap- | Radio Shows Spark 
Canadian Fund Drives 


proach for arriving at voluntary 
agreements in a spirit of coopera- 
tion. The agreement to accept a 
lowered operating profit may then 
be translated into the underlying 
contracts. Profits are to be com- 
puted before federal taxes, since it 
is not the function of the price ad- 
justment boards to vary profit mar- 
gins so as to shift or circumvent the 
tax burdens imposed by Congress.” 

Thus the fundamental principle 
of all costs is to eliminate the “ex- 
cessive and unreasonable,” the same 
principle that governs the specific 
Treasury rulings. Although the 
joint statement of general principles 
by the three boards makes no spe- 
cific mention of advertising, it does 
specifically recognize the necessity 
for reasonable profits. <A specific 
policy statement on advertising is in 
preparation, and is being edited and 
re-edited to secure the complete ap- 
proval of each service. It will be 
released, when completed, through 
the Office of War Information. 


Gets Bouillon Account 

S. Duane Lyon, New York, has 
been named to direct the advertis- 
ing of International Procucts Cor- 
poration, New York, maker of 
Torex beef bouillon. 
will be used. George 
agency vice-president, 
the account. 


Butterly, 
will direct 


Newspapers | 


Arranged 
advertising 


the 
Canada, 


and produced by 
agencies of 
two new radio programs over the 
Canadian network will spur cam- 
paigns of the National War Finance 
Committee this fall. 

The first, presented five days a 
week, ig a 15-minute show, “They 
Tell Me,” relating intimate stories 
behind the news and directed espe- 
cially to women in order to main- 
tain a steady sale of war savings 
certificates and stamps. The second 
program is a build-up for the new 


Victory ioan drive to be launched 
in October. Starting Sept. 20, it 
will present a series of dramatiza- 


tions called “Nazi Eyes on Europe,” 
starring stage and screen personali- 
ties. In addition, a series of all- 
star variety programs will be pre- 
sented on the network as a special 
promotion for the major Victory 
bond selling period next month. 


EVENING COURSES 
IN MARKETING 


For men and women desiring 
training on the college level 
program or single subjects 
@ Advertising Procedure 
@ Principles of Marketing 
@ Retail Store Management 
@ Sales and Sales Admin. 
Classes Start September 22 
REGISTER NOW! 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE + CHICACO - CENTRAL 6787 


professional 
Complete degree 


STEADILY MOUNTING! 
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134,416 


June 30,1938 A.B.C. 
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166,111 
June 30, 1941 


152,777 
June 30,1940 ALB.C. 


144,333 
June 30, 


1939 A.B.C., 


ALL TIME HIGH 


188,523 
June 30, 1942 A.B.C. 
(Rate based on 160,000) 


A.B.C, 


A steadily increasing circulation 


growth of over 22,000 in the past 


twelve months, achieved without 


combination sales, premium offers, 


field selling statt. This watural de 


mand for The New Yorker means 


additional sales of the goods and 


services advertised in its pages. 


NEW YORKER 


No. 25 WEST 4320 STREET 
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NEW YORK, N. Y. 
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Five Magazines in 
Joint Promotion 
as Youth Group 


New York, Sept. 9.—Formation 
of the Youth Group by five pub- 
lishers in this field was announced 
here this week, together with plans 
for joint promotion of the market 
comprising youngsters from 11 to 


17 years of age. Participants in 
the program are American Girl, 
Boys’ Life, Open Road for Boys, 


Young America and Young Catho- 
lic Messenger. 


Promotional activity, after the 
initial business paper announce- 
ment regarding the formation of 


the Youth Group, will be devoted 
to the theme that “America’s entire 
future lies with the generation now 
marching onward to adult status.” 
Swertfager & Hixon has been ap- 
pointed agency to handle the ac- 
count. 


All Youth Group publications are 
ABC members, with circulation to- 
taling 1,550,000. The steering com- 
mittee consists of Nelson J. Pea- 
body, Open Road for Boys; Charles 
R. Abry and George V. Rumage, 
Young America; P. W. Willson, 
Boys’ Life; A. M. Willcox and Eric 
Shumway, American Girl; and 
George A. Pflaum, Young Catholic 
Messenger. Offices for the group 
will be maintained in leading cities. 


Richardson Takes Over 
‘Liberty’ Chicago Office 

R. W. Richardson, Cleveland 
manager of Liberty, has _ been 
named Western manager of that 
publication, and will make his 
headquarters in Chicago. The 
Cleveland office will be closed. 

New York headquarters of Lib- 
erty will continue to be at 205 E 
42nd street. 


| Cancels Annual Meeting 


In line with an ODT request to 


BIG NEWS! 


In the Wood Products 
ustry 


a) member ww 


o 
INVESTIGATE 
Wood ProbucT? 


431 S. Dearborn St., Chicago, Ill. 


conserve transportation facilities for 
the war effort, the Mississippi Val- 
ley Association has abandoned plans 
for its annual convention this fall. 
Instead of a general meeting at St. 


meetings will be conducted in vari- 
ous sections of the Mississippi valley 
and the board of directors will con- 
vene later at St. Louis. 


Louis as usual, a series of regional | 


Campbell Soup Show 
. ’ . 

‘Features ‘Digest’ Stories 

Starting over 65 CBS stations 
Sept. 13, Campbell Soup Company 
will sponsor a new Sunday nigh 
program, “Radio Reader’s Digest,” 
dramatizing both original stories and 
reprints carried by the magazine. 
Production will be handled by 
Transamerican Broadcasting and 
Television Corporation, which has 
acquired full rights to Reader’s Di- 
gest material. Conrad Nagel is 
narrator. Ward Wheelock Com- 
pany handles the account. 


‘Shattuck to Chicago 
for Macfadden 


Charles H. Shattuck, treasurer of 
Macfadden Publications, and vet- 
eran Macfadden executive, will re- 
turn to Chicago Oct. 1 as 
manager of the Macfadden organ- 
ization. 

Mr. 
manager of 


Shattuck served as Western 


Western | 


Dailies Promise 
fo Put New Life 
into Salvage Drive 


D. C., Sept. 8. — 
Frankly admitting that the first 
major war advertising campaign 
had bogged down “at the point oi 
sale,” 140 leading newspaper pub- 
lishers this week undertook to shore 
up the slipping scrap salvage drive 
of the War Production Board with 
maximum editorial and promotional 
support. 

Summoned to the capital Friday 
by the American Newspaper Pub- 
lishers Association to hear WPB, 
Army and Navy predictions that 
failure “to get in the scrap” would 


Washington, 


Macfadden Publica-| force serious shutdowns throughout 


tions for 30 years before trans-|the munitions and shipbuilding in- 


ferring his headquarters to New 
York as treasurer in May of last 
| year. 


| To Stewart-McIntosh 


Stewart-McIntosh, Ltd., Vancou- 
ver, will in the future handle Cana- 
dian advertising for the Westmins- 
ter Paper Company, New West- 
minster, B. C. 
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In just a few short mor 


routine of your job has 


tations made necessary 


one in the advertising, 


business. 


been very much upset. Product limi- 


emergency have developed an_en- 


tirely new set of problems for every- 


ing or other creative departments of 
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THOSE NEW PROBLEMS? 


iths the calm 
undoubtedly 
problems. 


by the war 


merehandis- 


James W. 


been for thirty years one of the 


brightest 


firmament. 


nique for 
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tatives. 
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Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“A 'Technique for Producing Ideas” 


is a made-to-order solution for such 


lating and does just what it says it 
does. You can read it in half an hour 


but you'll remember it for years. 


stars in 


His clear thinking, his brilliant ad- 
vertising and merchandising 
paigns and his constant study of 
successful methods have carried him 
to the top of the advertising ladder. 


In this book he discloses his tech- 


ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 


Those who buy almost in- 
variably order additional copies for 
friends and associates. 
get yours before the limited edition 
is exhausted. The price is only $1.00 
live per cent discount for 


five copies or more. 


It is dynamic and stimu- 


Young, the author, has 


the advertising 


‘am- 


developing new ideas, 


executives and represen- 


Be sure to 


CHICAGO, ILL. 


ee 


| 


| Admiral 


dustries this winter, the publishers 
pledged unanimously to furnish 
leadership for the 
in their own communities. 
Speakers in the all-day scrap 
meeting included Donald M. Nel- 
son, WPB chairman; Lt. Gen. Bre- 
hon Somervell, commanding gen- 
eral, Army services of supply; Vice 
S. M. Robinson, chief, 
Navy bureau of procurement and 
material; Elmer Davis, director of 
the Office of War Information; Paul 


|Cabot, deputy chief, WPB conserva- 


tion division; Robert W. Wolcott, 
president of Lukens Steel Corpora- 
tion, and chairman of the American 
Industries Salvage Committee (steel 


'and manufacturing interests); W. M. 


; scrap 


Jeffers, president of the Union Pa- 
cific Railroad; Henry Doorly, pub- 
lisher, Omaha World-Herald, and 
Walter M. Dear, president, ANPA. 


Nelson Tells of Needs 


Mr. Nelson called upon the pub- 
lishers to arouse their communities 
to action in all-out efforts to collect 
17,000,000 tons of iron and_ steel 
before Jan. 1, pointing out 
that steel plants were operating at 
5,000,000 tons annually less than 
their rated capacity. 


General Somervell and Admiral 


|} Robinson emphasized that the basic 


problem in materials for the Army 
and the Navy was production of 


| steel, estimating that a one per cent 
|inerease in steel production would 
prove sufficient to build 140 Liberty 


ships of 10,000 tons. 

Admiral Robinson asked the pub- 
lishers to relate the scrap salvage 
activity directly to the war effort. 

“Scrap collecting,” he said, “is no 
Easter egg hunt, nor is it a boon- 
doggle to boost up morale. It is an 
absolute basic necessity that we 
have the scrap to make the muni- 
tions of war.” 

General Somervell urged 
papers to keep after the drive day 
and night, saying, “You are not go- 


ing to get scrap by one blast in 
;}your paper. Unless everybody puts 
everything he has into this war, 


we are not going to win.” 


Steel Men Disappointed 


There was no criticism leveled at | 
| the 


$2,000,000 scrap advertising 
campaign, sponsored by the steel 
industry, and developed through the 
Advertising Council, although steel 
men were frankly disappointed in 
the advertising’s results. 

These men, and advertising men 
close to the campaign, privately 
laid the failure to date on lack of 
“follow through” in local organiza- 
tion of the drive, and lack of under- 
standing of the crucial nature of the 
metal shortage. 

The entire advertising program 
was designed as a stimulus to local 
collection efforts by 12,000 local 
salvage committees. The full po- 
tential of the ad campaign was 
never felt, largely because local fol- 
low through simply was not ade- 
quately organized. Scrap commit- 
tees lacked personnel, trucking 
facilities, office headquarters and 
telephones. They lacked full under- 
standing of the urgency of their 
task, and in many cases lacked in- 
struction. In some instances there 
was lack of coordination between 
the WPB’s bureau of industrial con- 
servation and the Office of Civilian 


| was pointed out. 


salvage drives | 


news- 


Defense committees. 
Widespread publicity on the 
scrapping of monuments, cannon, | 
and other relics soon backfired, 
when newspapers reported that 
there were no funds to transport the 
relics to junk yards or steel plant 
and memories of the LaGuardia 
aluminum drive of the early na- 
tional defense period were recalled { 
Salvage in the industrial fields, 
the automobile “graveyards,” an 
in the armed forces, however, w 
reported much more successful. O 
ganization and supervision wer 
relatively simple in these fields, 


a 


oe Ss =? ©. 3 


WPB officials expressed the ho; 
that the organization of the W: 
Materials Corporation to assume t! 
financing of special scrap project 
such as. scrapping bridges, “lI 
structures, old railroads, buried ca: 
line rails, and “relics,” combine 
with stimulation of local pub! 
drives by the newspapers, woul! 
lick the problem. 


-— Cy 


Doorly Outlines Drive 


Bright spot of the entire salvag 
meeting in Washington was the re 
port of the Omaha World-Heral, 
Nebraska campaign. 

“The campaign,” said Mr. Doorly 
“started out as an effort promote: 
by our paper, but in a few days wi 
found that we had on our hands ; 
campaign of the people of Nebraska 
It was a prairie fire, and no mis 
take. During the campaign 104 
pounds per capita of scrap materia! 
was collected, but more than thi 
the inspirational effect of the cam- 
paign upon the people of the stat 
made the campaign worth while. It 
gave every man, woman and child 
a feeling that he could be an effec- 
tive force in this war.” 
| The newspaper publishers agreed 
to organize local drives, using many 
of the psychological techniques em- 
ployed in Omaha. Immediate effect 
| noticed in Washington, D. C., papers 
| was the allotment of at least two 
columns daily, usually on page one pl 
to the salvage drive. 


as 
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Illinois Bond Campaign 
Enlists All Media 


A total of 18 full-page advertise- 


ments are scheduled to appear in 
Chicago newspapers during Septem- : 
ber supporting the campaign of the 
state war savings staff to meet the 
monthly sales quota of $57,500,000 
in bonds and to boost by 10 per cent he 
the number of Illinois workers join- i 
ing the payroll savings plan. Al! vie 
daily newspapers will carry the ads, on 
on a staggered schedule. m 
Spot radio announcements or re 
Chicago stations daily, plus exten fir 
sive advertising on panel posters pu 
also will aid the drive. Individual 
companies, newspapers, stations and 
advertising agencies are cooperating 
in the campaign. fr 
ne 
du 
d 
AN INVITATION TO AN |: 
£0 


ADVERTISING MAN | 


who'd like to un-cross his fingers 


Things pop fast in business, these da € 
| Take this agency, for instance. Just a te“ tt 
weeks ago, my partner entered the Sers e 
Other key men here may be called. 
Agencies and advertisers alike are lo» 

key men and are all faced with prob! 

of personnel, material and marketing. W 

can be sure of the answer to “where «i 

go from here?” 

Fortunately we are not too big and | 

to adjust ourselves to the times. We fie 

there are probably others in the same ! A 
So, this message is directed to owner 

small agencies -and others—-who have > 

sound, substantial business that right 4 

is costing too much to handle, It’s not 

fault; not the fault of your clients. It's 7 
the conditions we are all working 

today. 

If you agree that these may be tin 


pool talents and reduce overhead, I'm 

ing you to come in and put your Is 
right next to mine on the table. Co , 
the right spot for you is here... f 
duration—plus. 


Ere 


so, give me a ring 


formal huddle. 


Or drop in for 


H. S. Vanderbi« 
Presi 


VANDERBIE AND RUBENS, IN’. | 


Wrigley Building, Chicago 
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Bank's Customers 


Advised fo Beware ~~ 


of Promotion Cuts 


(Continued from Page 1) 
yner—the United States govern- | 
1ent—there is some inclination to 
continue advertising. Corpora- 
ns should have in mind that the 
mory of the people is short and 
that if their names or their trade 
nd names are not kept before the 
lic during these times when) 
they have no consumer goods to| 
sell, they are likely to find the 
going rather hard after the war to 


maintain. 
The Wall Street Journal says: 
The post-war future of 
f great corporations and billions 
1 investments depends in consid- 
rable part, advertising men 
onvinced, on the ability to keep 
trade and product names alive for 
the duration of the war 
The recent flood of war 
try advertising, selling nothing 
but ideas and names, ample 
testimony that the managers of 
any corporations are in 
ent with this theory. 
‘The Department 
in one of its weekly bulletins, re- 
cently urged: 
The 


scores 


are 


indus- 
is 


agree- 


maintenance of identity, 
through advertising, is necessary 
now than ever before This 
especially true for those firms 
hich are partially or temporarily 


more 


t of the market maintain the 
aluable good will keep alive 
brand names 

There is no uniform attitude | 


toward this problem in the various 
government bureaus. 
Department has an indefinite rule 
against allowing ‘excessive’ adver- 
tising expenses tax deductions 
which merely implies that they will 
allow normal advertising expenses 

deductions. The 


as 


the advertising is a sound 
isiness venture which you would 
dertake even though the tax 
were 30 per cent instead of 
per cent, then you can be 
pretty sure that we will recoxr- 
nize it for tax purposes but if 
you have any feeling of ‘what do 
[ care “0 per cent of the cost 
will come out of taxes’ then you 
will have trouble 


“The War and Navy Departments 
have, for the time being at least, a 
rule that no advertising expense 
may be charged against a govern- 
ment contract, but still the problem 
remains of keeping the name of the 


firm and its products before the 
public. 

Customers Should Be Told 
“The War Production Board is 


frankly concerned when it finds it 
necessary to concentrate the pro- 
duction of a certain commodity in 
a certain plant or group of plants. 
lt wonders what will become of the 
good will built up for the brand 
names of other plants over the 
years 

“If, among our customers, we find 
ose who have discontinued or 
eriously curtailed their advertising. 
e should call the above to their 
tention so that at least they can 
ecide on an advertising policy with 
elt In 


eyes open. many cases, 
iy be performing a genuine 
e which will bear fruit after 
ir. Dale Brown will be glad 


fer with any of our customers 
» need counsel on this subject.” 


Adds Edward Tackney 


Ed) ard Tackney has joined Tool 
~ Sporting Goods Company, 


as display manager and 
eriising counsel. 
eee 
A 
MARIA KRAMER 
f HOTEL 
— . 


—=—___= 


and not a care... 


| 4th to pe Street at 8th Ave. 
| jous Rooms with § 

| 400 Private Bath & Radio wa 
lohn L. Horgan, Gen. Mgr. Cl 6-4500 
_ al Rates to Men in the Armed Forces | 


and 
ik 


gain build up the good will which | 
vey have spent millions of dollars 


of Commerce, | 


The Treasury | 


Department 


HOTEL LINCOLN 


Private Lines 


Borg-Warner Corporation is get- | 
ting ready to crack loose with an 
institutional campaign, but the style 
range of the drive won't be. 

nown until the company has 
picked an agency. Understanding is 
that numerous agencies have made 
presentations, and that the field has 
been narrowed to eight. McCann- 
Erickson has had the account since 
1938, and is still its agency of rec- 
ord, although the account has been 
inactive for some time. 


* * & 
There’s a growing respect for the 
planning, organizing and _ contact 


abilities of topflight admen in Wash- 


ington. The changing attitude is 
due largely to the way such men 
as Raymond Rubicam, Don Fran- 
cisco, Ken Dyke, Bill Lewis, Vin- 
cent Callahan, Mark O'Dea, Victor 
Ratner, Price Gilbert and Wroe AIl- 
derson have tackled their jobs. Such 
agencies as the War Production 
Board, the War Manpower Commis- 
sion, the Office of War Informa- 
tion, the Office of Price Adminis- 
tration, the Department of Com- 
merce, the Department of State, and 
the Treasury are definitely inter- 
ested in employing the talents of a 
few advertising managers and agen- 
cy executives, now making from 


$10,000 to $20,000 annually, or more, 


and who are so anxious to render 
war service that they will accept 
appointments at $4,600 to $6,500 lev- 
els. The jobs are definitely not ad- 
vertising jobs. They are primarily 
in the fields of planning, research 
and liaison. 


One industry that is enjoying a 
real boom is the safe deposit box 
business. What with everyone col- 
lecting war bonds and other securi- 
ties, as well as a greater and greater 
quantity of papers that must be 
guarded carefully, some safe deposit 
companies are unable to accept new 
customers, or even to offer larger 
facilities to their present customers. 
One such company, with more than 


5,200 drawers and boxes, had ex- 
lactly one vacant last week—the 


largest size—and had a book of more 
j than 400 names of those who had 


'reg'stered for the first available 
container. 
* * * 
The Alien Property Custodian 


may shortly begin limited advertis- 
ing in industrial business papers to 
dispose of machine tools and other 
industrial equipment and supplies 
that have been seized from Avzxis 
nationals since Pearl Harbor. 
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YUP, I'M KINDA SHY ON FIXIN’S, BUT A 
FELLER’S GOT TO KEEP HIS LAND FERTILE 


You're right, Pop. We're all kind of shy on fixin's—things we use to make other 
things, things to sell and things to buy. They are a lot more important to Uncle Samuel 
and our boys right now than they possibly can be to us. We all want to get this 
big job done .. . There’s no more effective way than doing without the fixin’s so sorely 
needed for ships, planes, guns, munitions, food and the vast amount of matériel so 
vital to our success: and there’s no surer way to hasten the day when all these “things” 
will again be released to our civilian needs . . . In the meantime, the far-seeing ones 
are "keeping their soil fertile’ and cultivated against the day when markets will be 
hungry for things they have been doing without . . . and competition will be keen. 


Many far-sighted advertisers, who know that a cultivating job must be done 


most effectively and economically, are having Rogers make their engravings. 


ROGERS ENGRAVING COMPANY 


ADOLPH F. BUEC 


2001 CALUMET AV 


HELE, 


ENUE 


President ° 


Phone: 


MASTER CRAFTSMEN OF 


CALumet 4137 


PHOTO-ENGRAVING 


CHICAGO, ILLINOIS 
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. Gentleman, Farm Journal and was a brand of gasoline, and still 

Ethy! Educational Farmer’s Wife, Progressive Farm- others believed it was a _ generic 
er, Southern Agriculturist and term tor “high test” fuel. 

e Successful Farming. Batten, Bar- Indications are that the offer of 

) 5 k { ton, Durstine & Osborn is the “What’s in a Name?” will meet 

rive ee § 0 agency. with enthusiastic response. First 


“What’s in a Name?” devotes 22 
of its 24 pages to the meaning and 


copy appeared only two days ago, 
but a flood of requests has already 


Explain Trademark 


origin of about 1,000 male and arrived in the office set up for this 
female given names. The remainder | purpose. Initial press run of the 
(Continued from Page 1) of the booklet deals with Ethyl. booklet was 500,000 copies, but this 


this function. The advent of war, The breezy treatment accorded will probably be exhausted quickly 


however, with its resultant lessen-| the analysis of nomenclature in the and additional runs will be re- 
ing of the need for sales pressure, booklet, which is offered free of quired. A test insertion of the 
has at long last afforded the com-_| charge, is reflected in Ethyl’s maga- ‘What's in a Name?” copy in United 


attainment of the objective is a fas- 
cinating booklet, entitled “What's 
in a Name?” around which an 
entirely new Ethyl campaign in 
magazines and farm papers will be 


campaign simply and effectively. 
“Ethyl is a trademark name,” the 
copy declares. “It stands for anti- 
knock fluid made only by Ethyl 
Corporation. Oil companies put 


affairs of the day. Guessing pools 
have been organized in both offices 
and some lucky 
number will be handsomely re- 
warded when the returns are all in 


built. The schedule includes Amer- Ethy] fluid into gasoline to prevent | 

ican Magazine, Collier’s, Cosmopoli- | knocking. . 

tan, Liberty, Life, Look, National| “The Ethyl trademark emblem Burnett to Washington; 
Geographic, Redbook and The Sat-|on a gasoline pump means that| Miller Advanced 

urday Evening Post. On the farm)! Ethyl] fluid has been put into high iad Muenett we hes been man- 
paper list are Capper’s, Country} quality gasoline and the gasoline E 7 " ’ 


aging editor of ADVERTISING AGE, 
with headquarters in New York, has 
| been transferred to Washington as 
Survey Points Way | Washington editor, replacing A. P. 


surveys conducted by | 


|sold from that pump can be called 


MAILING SERVICE iad 


onsumer Milis, now on active service with 
Multigraphing — Fillingsin thy! have disclosed a great deal U36,Navy. His headauarters are a 
Addressing—Mimeographing of confusion over the meaning o John B. Miller, formerly 
the name. Some respondents be- | editor, has been advanced to man- 
THE LETTER SHOP, Inc. lieved Ethyl signified any gasoline aging editor, with headquarters in 
440 S. Dearborn St. Wabash 8655 Containing lead; others thought it’ Chicago. 


pany a breathing spell and an zine layouts. Each color page is States News last July brought in 
opportunity to undertake the job divided into six panels, with 1,400 coupons. 

that needs doing. humorous pictorial dramatizations The anticipated consumer re-| 

B of selected names occupying most| sponse to the coupon offer is afford- 

Name k Keys Drive of the space. One segment, how-/|ing both Ethyl and BBDO some} 

The vehicle adopted for the!ever, hits at the objective of the diversion from the more serious 


soul who picks 3 | 


| request, 


FOR VICTORY TODAY 
AND SOUND QUSINESS TOMORROW 


ae Seeene ont ny 


al 


—. 


Get This Flag Flying Now! 


This War Savings Flag which flies today 
over companies, large and small, all across 
the land means business. It means, first, 
that 10% of the company’s gross pay roll is 
being invested in War Bonds by the workers 
voluntarily. 


Think what 10% of the national income, 
saved in War Bonds now, month after month, 
can buy when the war ends! 


For Victory today ... and prosperity tomor- 
row, keep the War Bond Pay-roll Savings 
Plan rolling in your firm. Get that flag fly- 
ing now! Your State War Savings Staff Ad- 
ministrator will gladly explain how you may 
do so. 


It also means that the employees of all these 
companies are doing their part for Victory 
... by helping to buy the guns, tanks, and 
planes that America and her allies must have 


to win. If your firm has not already installed the Pay- 


roll Savings Plan, now is the time to do so. 
For full details, plus samples of result-getting 
literature and promotional helps, write or 
wire: War Savings Staff, Section F, Treasury 
Department, 709 Twelfth Street NW., 
Washington, D. C. 


It means that billions of dollars are being 
diverted from “bidding” for the constantly 
shrinking stock of goods available, thus put- 
ting a brake on inflation. And it means that 
billions of dollars will be held in readiness 
for post-war readjustment. 


Save With 


War Savings Bonds 


This Space Is a Contribution to America’s All-Out War Program by 


ADVERTISING AGE 
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Market Place 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


Wanted,” 
30 cents a 


“Representatives Wanted,” a, 
line, minimun charge $1. Ter: 


% in., $2.75; 1 to 3 


MISCELLANEOUS 


“KROM-A-TONE” Post Cards 


method of 
College cam- 
military 
advertis- 


| Newest, most economical 
advertising any product 
pus views, views, 
camp views, and illustrated 
ing Samples and prices upon 
Graphic Arts Photo Service 

300 Market Street—Hamilton, Ohio. 

HELP WANTED 

Woman Production Manager thor- 
oughly experienced with agency or 
advertiser: must Know layouts, type, 
engravings Not over 35 yrs. old, 
Permanent and good chance for ad- 
vancement. Portland, Oregon agency. 


scenic 


cards. 


Answer immediately — executive in 
Chicago until Sunday. 
Box 3793, ADVERTISING AGE, Chgo. 


HELP WANTED 


Young woman (or man, draft exem, 


expert 
sary 
duction 
also 
| secr.-editor-publisher 
forces. 


job. 


PHOTOGRAPHER-EDITOR: 


if nec 
editing, p 
mdse, jour 
Present as 
may join arn 
qood proposition in Washir 
D. ¢., for one who can har 
Give complete story. 
94, ADVERTISING AGE, Ch; 


POSITIONS WANTED 


who can 
over complete 
monthly ass'n 
bulletin service. 


secretary, 
take 


ton, 


Box 37 


Sou 
and slide film commercial and portr 
experience, Ten years’ editorial, ney 
paper and magazine feature writi: 
publicity. Draft deferred, 

Box 3792, ADVERTISING AGE, Ch; 
Capable Editorial Woman: Copy. | 
out, prod. Feature stories. Bri 
background includes agey. 


795, ADVERTISING 


exp. 
Box 37 


AGE, Ch; 


tee F: H. Cone, Agency 
Veteran, Passes 
Away at Age of 69 


8.—Frederick 
charter member of the 
Association of Advertis- 
ing Agencies, and formerly presi- 
dent of the Andrew Cone Adver- 
tising Agency, died at his home here 
Sept. 5, at the age of 69. 

A native of New York, Mr. Cone 
directed the agency founded by his 
brother for more than a quarter 
century until, in 1940, it was mer- 
ged with White-Lowell Company. 
Thereafter he devoted himself to 
'the real estate accounts handled by 
the consolidated organization. 

Throughout his career Mr. Cone 
| specialized in the marketing of real 
,estate and he was credited with in- 
| jecting into realty advertising many 
of the copy and art techniques more 
commonly identified with consumer 
goods. He acted as consultant to 
the Empire State building while it 
was under construction and after 
|the great structure was opened for 
|'tenancy. He was also closely iden- 
‘tified with many of the activities 
of Joseph P. Day, realtor. 


New York, Sept. 
Hayes Cone, 
American 


'P. H. LA STAYO 

City, Sept. 8.—Funeral 
|services were held here today for 
Paul H. La Stayo, president and 
general manager of Bremer Broad- 
casting Company, operator of Sta- 
tion WAAT, who died Sept. 5, after 
a lengthy illness. He was 44 years 


Jersey 


old. 
| Mr. La Stayo entered the broad- 
| casting field in 1926 and became 


head of WAAT in 1929. Previously 
he was a member of National Cash 
Register Company’s sales promotion 
department. 


HENRY DUMONT 


Washington, D. C., Sept. 8— 
Henry Dumont, one of the organizers 
|of the Audit Bureau of Circulations, 
| died at his home here Aug. 
'a two months’ illness. He was 64. 

Mr. Dumont was advertising 
manager of the Pacific Coast Borax 


'to Washington in 1937 to found 


@ 


Washington Intelligence Bureau, 1 
maining active in its affairs un} 
the time of his death. 


— 


D. E. THOMPSON 


Lincoln, Neb., Sept. 8.—David £ 
Thompson, 88, founder of the Lin- 
coln Star, died Aug. 25 at Del Mar, 
Cal. Shortly after starting the new 
paper in 1902, Mr. Thompson was 
named minister plenipotentiary to 
Brazil and in 1905 became ambas- 
sador to that country. 


R. B. MEYERING 


Rochester, N. Y., Sept. 8.—Rich- 
ard B. Meyering, 43, vice-president 
and general manager of the Genesee 
Valley Lithograph Company, died 
here Sept. 3. His death followed that 
of his father, Herman J. Meyering 
who was president of the firm, 
exactly two weeks. 


by 


Wisconsin Admen 


Meet in Milwaukee 

The Advertising Managers Asso- 
ciation of Wisconsin Daily News- 
papers will hold its annual fal! 


meeting Sept. 21 at the Schroede: 
Hotel, Milwaukee. 

Dale Karstaedt, Journal-Tinies, 
Racine, Wis., is president of the 
group. Speakers will include one 
from the agency field, one from the 
manufacturing field, and one from 


the newspaper field. 


Meehan Advances As 
Bowman Leaves ‘Tribune 
W.S. Bowman, formerly advert! 


ing director of the South Bend Tr 
bune, has left the newspaper t 
serve with the armed forces. M! 
Bowman served with the Marines 
|}in the last war, and is tempo! rily 
assigned to Camp Perry, O. He w! 


16 after | 


be succeeded by Edward J. Meecha! 
former national advertising an- 


ager, who will have the t 
acting advertising director. 

Mr. Meehan’s post will be ‘ill 
temporarily by Clarence W. H 
ding, former staff salesman, ®! 
Frank J. Deneen, also with the sa 
staff, 


has been named acting ret 
advertising manager. Mr. Bowm 
Februar} 


Company at the time the ABC was joined the Tribune in 
Ri Bt : sonia geting iggy a 1920, became advertising n ge 
organized, and served as its first Jan. 1. 1921. and advertising direc- 
secretary-treasurer. He went to the tor in 1925. Upon his ret the 
Pacific Coast in 1931 to conduct his | advertising staff will resum: th 
own advertising business. He came former duties. 
——— © 
250 W. 1340, Fol) Tim’) 
Sears & Ayer, HeP* 
. Local help «ive™ 


Booming industrially and 
agriculturally. Reach a 
big chunk of it through 
the DECATUR station, 


MONTREAL 


TORONTO 


WINNIPEG 
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U. S. RETAIL SALES SHOWN IN GRAPHIC FORM 


[ RETAIL SALES 


MAP OF THE 


UNITED STATES 
Showing Percentage of Retail Sales’ in each of the Nine Standard 
Geographical Divisions established by the Audit Bureau of Circulations 


4 
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This map, developed by the trade extension division of The American Weekly, Inc., from the 1939 census of business, shows 


how the country would look if area were in exact ratio to retail sales. 


Copies are available from the trade extension divi- 


sion of New York, Chicago and San Francisco. 


Purity Bakeries’ 
Entire Account to 
Campbell-Mithun 


Chicago, Sept. 11.—Making an 
udvertising and agency shift, Purity 
Bakeries Corporation, baker’ of 
Taystee bread and Grennan cakes, 


has embarked on a new advertising | 


procedure designed to provide 
greater centralization of promotion. 
Campbell - Mithun, Minneapolis, 

hich previously has shared the 
account with Campbell-Ewald Com- 
pany, will hereafter handle the 
entire account. Campbell-Mithun 
has established a new Chicago. of- 
fice in the Palmolive building, 919 
N. Michigan avenue. 

Purity’s marketing set-up allows 
the vice-president in charge of each 
plant a good deal of latitude in 
determining or altering advertising 
plans. Although Campbell-Mithun 
has established its new office here, 
a spokesman for the company as- 
serted that some of the markets 
formerly handled by Campbell- 
Ewald Company will now be han- 
dled directly by Purity. 


Includes Five Markets 


The markets formerly under 
Campbell-Ewald’s supervision are 
New York, Kansas City, St. Louis, 
Detroit (Toledo, Flint), the South- 


west (Springfield, Mo., Sedalia, 
Mo., Houston, Dallas, Ft. Worth, 
Beaumont, Muskogee) and some 


promotion of Grennan cakes in 
Buffalo. Purity’s advertising execu- 
tives are T. R. Weber, advertising 
manager for Taystee bread, Henry 
Marsh, advertising manager for 
Grennan cake, and Walter Hopkins, 
assistant advertising manager on 
both products. 


Indiana Markets 


No. 2 


IN GROCERY SALES 


Second only to the State Capi- 
tal, Fort Wayne Food Sales of 
$11,306,000 exceeded Indiana's 
3rd largest market by $1,432,- 
900 when the 1940 census was 
taken. Increased pay rolls 
since that time have swelled 
the total, of course. 


FORT WAYNE 


4 The News Sentinel 


Seiberling Drops 
Libel Suit Aimed 
af Gasoline Paper 


New York, Sept. 8.—The $100,000 
| libel suit instituted recently by Sei- 
'berling Rubber Company against 
the Gasoline Retailer has _ been 
dropped, J. P. Seiberling, president 
of the company, announced today. 
The action grew out of the pub- 
lication’s comments on_ testimony 
offered by Mr. Seiberling before a 


Senate committee investigating the 
rubber situation. (ADVERTISING AGE, 
Aug. 10). 


In dropping the suit, Mr. Seiber- 
ling said that settlement of the con- 
troversy resulted from a “misunder- 
standing concerning the interpreta- 
tion of various phrases and words 
employed by ourselves and others 
in connection with the purposes of 
the Ellender-Patman Bill.” 

Mr. Seiberling said that 
“since filing the suit we have found 
that various claims and statements 
made in our complaint, to which we 
gave substantial publicity, were 
based on information which we 
have found not to be so. This par- 
ticularly refers to the following 
statements and inferences: 

“(a) That the circulation of Gas- 
oline Retailer is unpaid, whereas 
we now find it is a member of the 
Audit Bureau of Circulations, which 
is the highest recognized audit 
bureau in the country verifying and 
regularly auditing the circulation of 
publications which maintain paid 
circulation in keeping with its stan- 


also 


dards and which are members of 
the bureau; and 
“(b) That the Gasoline Retailer 


is controlled by outside oil compa- 
nies, refiners or tire companies, 
whereas we now believe it is an 
entirely independent publication 
and is operating entirely on a basis 
as such.” 


Cincinnati University 
Offers Ad Courses 


The University of Cincinnati, 
college of commerce and engineer- 
ing, will again offer a four-year 
certificate course in advertising this 
year 

Henry Manz, director of advertis- 
ing, Cincinnati Post, will lecture on 
principles of advertising: Fred 
Meyer, vice-president, Cincinnati 
Process Engraving Company, will 
lecture on mechanics of advertising; 
Robert P. Marsh, Cincinnati man- 
ager, Compton Advertising, on ad- 
vanced copy writing: and Sells 
Stites, president, Keelor - Stites 
Company, on national advertising. 


Ser 


WPB Shoe Chief 
Asks Retailers 
to Cut Promotion 


Washington, D. C., Sept. 10. 
|Shoe advertising budgets for 1943 
may be affected by today’s War 


Product on Board order prohibiting 
the manufacture of  two-colored 
shoes and reducing the variety of 
colors and styles of footwear to be 
made for use next spring and sum- 
mer. 

In announcing the order, A. J. 
Spring, chief of the shoe unit of the 
leather and shoe section of WPB, 
requested shoe retailers “to discour- 
age unnecessary extra pair sales to 
consumers, and to discontinue pro- 


motion directed to influence con- 


sumers to buy unneeded pairs of 
shoes.” 
The limiting factor in shoe pro- 


duction is the large consumption of 
sole leather by the armed forces 
The object of the order is to reduce 
the amount of sole leather tied up 
in dealers’ inventories and in little- 
used footwear in consumers’ Closets 
by limiting styles, by limiting colors 
to six, and by reducing the number 
of exira pairs of shoes sold 

The order will not affect shoes 
sold to consumers this fall, and 
those manutactured under the order 
this September and October, which 
are to reach dealers in the spring. 

No restrictions are placed on the 


manutacture of shoes for active 
sports wear such as football, base- 
ball and skiing; for the physically 


handicapped, or historical types for 
theatrical productions. Furthermore, 
the order allows the production of 
two-colo1 and additional style 
types, the soles 

synthetics, 


shoes 
provided 
of non-critical 
compositions or wood. No new de- 
signs, except those necessitated to 
comply with the order, will be per- 
mitted after Sept. 10 


March Named to FTC 
for Third Term 


Washington, D. C Sept. 10 
The Senate today unanimously con- 
firmed the reappointment of Charles 
H. March as a member of the Fed- 
eral Trade Commission for a third 
consecutive term 

Col. March has been a member of 


are made 
plastics, 


the FTC since 1929, having been 
appointed by President Coolidge 
He served as chairman in 1933, 


1936 and 1941. 


Names Two ‘Reps 


Russell E. Bradley has been ap- 
pointed national advertising repre- 
sentative of the Montreal Star and 
Edward C. Smith assistant national 
advertising representative 


| 


Magazine Advisory 


Committee Named 
to Counsel WPB 


Washington, D. C., Sept. 9.—For- 
mation of an industry advisory com- 
mittee for the magazine and peri- 
odical publishing industry was 
announced this week by T. Spencer 
Shore, chief of the War Production 


Board's division of advisory com- |} 


mittees. 


Wide Representation 


Members of 
group will 
executives: 

Fred O. Bohen, Meredith Publish- 
ing Company, Des Moines; Clayton 
H. Ernst, Outdoor Publications, Inc., 
Boston; A. L. Grammer, Street & 
Smith Publications, Inc., New York; 
D. C. Hudson, Progressive Farmer- 
|Ruralist Company, Birmingham; 
Lawrence W. Lane, Lane Publishing 
Company, San Francisco; James H. 
McGraw, Jr., McGraw-Hill Publish- 


the 
include 


new 
the 


advisory 
following 


|}ing Company, New York; 

Marvin Pierce, McCall Corpora- 
tion, New York; Dr. Daniel A. Pol- 
ing, Christian Herald Association, 
New York: Harry E. Radcliffe, Na- 
ture Magazine, Washington, D. C.; 
Lewis M. Trayser, Curtis Publishing 
Company, Philadelphia; and N. L. 
Wallace, Time, Inc., Chicago. 

E. W. Palmer, of the WPB print- 


ing and publishing branch, is the 
presiding officer. 
BOOKLETS LOOK 
CATALOGS — 
FOLDERS | cost 
LESS 
SALES HELPS 
ed 
£ | IMPROVED OFFSET 
AUTOCL “iithocrarny 


COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 


400 CAWAL STREET, NEW YORK 
WALKER 5-3030 


| “Touchdowns” in Green Bay... 


ARRANESAS 


WWL Doytime Coverage 


PRIMARY and SECONDARY 


GEORGIA 


You get both with: 


NEW ORLEANS 


50,000 watts - - clear channel 


You don't hear much except football talk in the home town of 


the Green Bay Packers. 


Yet occasionally a Green Bayite will 


hear, and drop a friendly line to, Station WWL. New Orleans. 


These distant listeners aren't for sale 


they're free. The real 


value of WWL to advertisers lies in its concentrated power and 


prestige right here in the Deep 


South. where it’s 


The greatest selling POWER 


in the 


South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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Business Men to 
Quiz Army Panel 
at ‘Short Course’ 


Chicago, Sept. 10.—When the 
“Quartermaster Depot short course’ 
is held here next Monday at the 
Hotel Sherman, one of the features 
will be a “quiz’’ conducted by a 
panel of prominent 
business men, who will ask ques- 
tions of a group of officers, headed 
by Brig. Gen. Joseph E. Barzynski. 
commanding general, U. S. Quarter- 
master Depot, Chicago. 

On the quiz panel will be Philip 
W. Pillsbury, president, Pillsbury 
Flour Mills, Minneapolis; J. L. 
Kraft, president, Kraft Cheese Com- 
pany, Chicago; R. L. Williams, chiet 
executive officer, Northwestern 
Railway, and president of Chicago, 
St. Paul, Minneapolis and Omaha 
Railroad; Wesley Hardenbergh, 
president, American Meat Institute; 
Mark A. Brown, vice-president, 
Harris Trust & Savings Bank, Chi- 
cago; Paul S. Willis, president, 
Associated Grocery Manufacturers 
of America, New York; Philip P 
Gott, president, National Confec- 
tioners Association, and R. M. Con- 
ners, U. S. Cold Storage. E. J. 
Cashman, president, Doughboy 


Midwestern | 


Mills, will be the interlocutor. 
The object of the “short course” | 
is to acquaint manufacturers with 
the problem of selling the govern- 
ment, and is the first of its kind to 
be held. 
auspices of the Chicago Association 
of Manufacturers’ Representatives, 
of which Ralph Keller, George A. 
Hormel Company, is president. 


To Army Supply Service 

Sherrod E. Skinner, vice-presi- 
dent of General Motors Corporation 
and general manager of Oldsmo- 
bile, has been appointed director 
of the production division of the 
Army’s services of supply. He 
will be charged with developing 
and initiating policies and proce- 
dures to expedite the production 
program for the Army. Mr. Skin- 
ner, a machinist’s mate in the sub- 
marine service in the first World 
War, has been granted a leave of 
absence from Oldsmobile to take 
over his new duties. 


Anfenger Names Winius 


Anfenger Advertising Agency, 
St. Louis, has appointed Walter 
Winius, formerly manager of the 


tire and tube repair materials divi- 
sion of Goodyear Tire & Rubber 
Company, Akron, as manager of its 
New Orleans branch. Mr. Winius 
replaces Roy Lang, who has ac- 
cepted a commission in the Naval 
reserve. 


The meeting is under the | 


31 Groups Join DMAA 


in One-Day Conference 


Local and national organizations, 
31 in all, will participate in the one- 
day conference on wartime direct 
mail and printed promotion spon- 


sored by the Direct Mail Advertis- | 


ing Association on Oct. 16. Users, 


New Kirkman Ads 
Shift to “Suds 


producers and suppliers will gather | 


at the Roosevelt Hotel, New York, 
for a full day of prominent speak- 
ers and round table discussions. 
The program will be highlighted 
with a novel long distance tele- 


‘drive for Kirkman soap flakes in 12) 


phone roundup of direct mail news | 


and opinions, amplified for audience 
participation. Paul T. Babson, presi- 
dent of United Business Service, 
will speak on ‘“What’s Ahead for 
Business” at the luncheon session. 
Awards will be presented to the 


winners of the 50 Direct Mail Lead- | 


ers contest. 


‘Production Equipment’ 
Distributes Ist Issue 


| Production Equipment, a new 
_controlled circulation monthly for 
production and factory executives, 


has begun publication with the 
September issue. The publication 
is tabloid newspaper size, three 


columns to the page. 

It is published at 328 S. Jeffer- 
son street, Chicago. Harvey Carr 
is editor and publisher, James T. 
Igoe is secretry-treasurer, and John 
K. Wilson is advertising manager. 


Test’ Theme 


New York, Sept. 10.—Shifting its | 


copy emphasis to a “suds test” 
theme and featuring the product as 
ideal for dish washing, Kirkman & 


Son division of Colgate-Palmolive- | 
Peet Company has released a new 


cities. Initial copy in 1,000-line 
size, followed by 300 and 700-line 
insertions, has been scheduled fo: 
16 newspapers covering nine north- 
ern New York cities as well as 
Camden, N. J., Erie, Pa., and Water- 
bury, Conn. 


Tne ads, which will appear 
weekly, highlight the _ heading, 
“Dandy for dishes because they 


make more suds by actual test!” and 
urge housewives to try Kirkman 
soap flakes “to help keep yow 
hands smooth and lovable.” Papers 
in Albany, Binghamton, Buffalo, 


Elmira, Jamestown, Rochester, 
Schenectady, Syracuse and Utica 
will carry the series, in addition to 
the above-mentioned three cities. 
The new theme is also. being 
plugged in New York via Station 
WOR on the Kirkman - sponsored 


“Can You Top This?” program. 


OK IT UP 


CONSUMER MARKETS EDITION 


BUSINESS PUBLICATIONS EDITION 


in 


* 


* 


he MARKET DATA BOOK! 


THE 'SUDS TEST' 


~ 
| \v4/ — Ounce for ounce in hard 
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nds than any other leading 
use \, soap tested-flake, bar 


| 4 yur ho 


yo 
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“sud 

test'’ theme with newspaper copy in 

dozen Eastern cities and over its New 
York radio show. 


Kirkman & Son is swinging to a 


N. W. Ayer & Son placed th 
copy. Although this agency h 
resigned the Kirkman account, 
will continue to direct advertisi: 
until the end of November when i: 
contract runs out. A new agenc) 
as yet undecided, will be named 3! 
that time. 


SUPER SUDS TESTS 

New York, Sept. 10 —Coupon cop 
in i,000-line size for Super Sud 
was tested here today by Colgate 
Palmolive-Peet Company. News 
paper ads, offering the large-siz 
package of Super Suds “for only 15 
cents with this coupon,” appeared 
in 15 papers covering nine northern 
New Jersey cities as well as Nev 
York. 

The same copy in color has bee: 
scheduled for the Sunday issues o! 
the New York Mirror and News 
this weekend. To call attention to 
the weekend ads, local cut-in an- 
nouncements are being used on Col- 
gate’s “Bess Johnson” show, which 
is aired over an NBC network five 
mornings a week. William Esty & 
Co. is the agency. 


‘Domestic Commerce’ 
Article Reprinted 


| A recent article in Domestic Com- 
| merce, published by the U. S. De- 
partment of Commerce, entitled 
“What Should You Spesd on Ad- 
| vertising” has been reprinted in 
booklet form by Albert Frank 
Guenther Law, and is available on 
request to business executives. 
Russell Law, chairman of the 
board of the advertising agency, 
‘said that the agency was prompted 
to reprint the article in the belief 
|that it should be read by every 
| business executive, because it out- 
|lines so well the part advertising 
| Should play in the war and in the 
|}peace to follow. An_ interesting 
| phase of the article is a listing by 
classifications, of the percentage of 
sales volume spent in advertising 
by 533 companies. 


"nlarged Campaign for 
Snider’s Chili Sauce 


The Snider Packing Corporation, 
Rochester, N. Y., has announced a 
new national advertising campaign 


for Snider’s Old Fashioned chili 
sauce, scheduled to start in October 
| magazines. Large advertisements 
jin color will appear regularly it 


| Ladies’ Home Journal, McCall’s ond 
| Woman’s Day, and local newspapers 
| will be used in selected mat 
|The campaign is the largest ever 
| put behind this product. 
| The theme, “Winning the War 
|Comes First,” stresses the impor- 
| tance of keeping the home front 
| strong, and has relatively little to 
| say in behalf of Snider’s chili sauce 
Separate advertising campaigns are 
also planned for Snider’s catsup née 
|cockteil sauce, to start earl) 
| November. 
Hints Promotion Schecule 
by Phillips & Benjamin 
| Phillips & Benjamin, Waterbury, 
| Conn., drug manufacturer, ha: ac- 
|} quired national distribution o 
| Hints, laxative mint. 


Merchandising and adver! =!né& 


are now being planned. Con’ nu- 
ous newspaper advertising w be 
run in all cities where Hint» @re 


now sold, and additional cities “' 
be added as rapidly as distribute? 
is obtained. Tracy, Kent & © 
handies the account. 
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PHOTOGRAPHIC REVIEW 


\T DETROIT CLUB'S INTERNATIONAL ADCRAFEST 


Admen from both sides of the boundary attended the recent [Ith annual 


Adcrafest of the Detroit Adcraft Club, at Windsor, Ont. At the speakers’ 

table are (left to right) Harold M. Hastings, secretary-manager of the club; 

Joseph Labadie, president, Windsor Advertising and Sales Club; Kenneth 

it Anderson, Windsor, president of the Advertising Affiliation; Kenneth L. Wrivht, 

. advertising manager, Michigan Mutual Liability Co.; and F. Lee Johnston, first 
vice-president of the Adcraft Club. 


‘PICTURE FRAME’ ADS HELP SALES 


GAUEN | 


*om- 
De- 
titled 
Ad- 
d in 
‘rank 
le on 


A ‘picture frame’ attachment to the new Gruen watch display, designed for the 

fall and Christmas season, provides space for reprints of illustrations of various 

Gruen advertisements. The complete display is shown at the left, with two 
of the illustrations at the right. 
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BOOK BARGAINS AT WOOLWORTH'S 
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= Woolworths * a 
™ national magazines for a decade, F. W. Woolworth Co. returns with 


‘Slot page in The American Weekly to boost its promotion of books to a new 
pitch. (Story on Page 4). 
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WEEK 


ADS THAT JINGLE 


\een0u \janienies 


with PRACTICAL winTs FOR 
Waatimt Darvin 


Cartoons and jingles teatured this color 

page of wartime driving hints for mo- 

torists placed by Tide Water Associated 

Oil Co. for Veedol motor oil. The ad 

appeared as a one-time shot in The 

American Weekly, through Lennen & 
Mitchell. 


BRANCHING OUT 


Shown here is one of the new products 
of Club Aluminum Products Co., peace- 
time maker of cookware. It has turned 
to manufacture of games but considers 
this a logical field because houseware 
buyers in retail stores frequently pur- 
chase toys and games as well as cook- 
ing utensils. This scoring game and a 
midget bowling alley are the newest 


"Club" products. 


FIFTY YEARS OF PAINT ADVERTISING 


\ <a 


1 7 2 E SUN PROOF } 


CHAS W WALMER HARDWARE COMPANY 
W Rinsbure Po 


Painting of the Sun-Proof trademark on farmers’ barns was one of the earliest 

forms of advertising by the Patton Paint Co., later to become the paint divi- 

sion of Pittsburgh Plate Glass Co. Below is one of the latest panel posters 
featuring wartime protection of property with paint. (Story on Page 37), 


‘LION TAMERS' AND 'FLUID FIT’ 


They'll whisper behind your 
back .. . and you'll like it! 
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The military influence is felt beyond the battlefront, as these samples of new 
foundation copy testify. Forthcoming campaigns of the two advertisers were 
described in Advertising Age Sept. 7. 


SUCCESSFUL PROMOTION OF WORLD WAR | 
mle at 


U.S.ARMY 

"TO BASE 
} HEADQUARTERS 
| L 

Stylish clothes are read . 

"or vod oO. oe good 4 —— 

a Us ped La 
Hart Schaffner Marx, . m 


Hart, Schaffner & Marx used outdoor displays like this one at Bordeaux to spread 

a wartime message almost a quarter of a century ago. Unlike the present con- 

flict, America’s armed forces were concentrated in France then. The company 

has selected Army camp newspapers for its new promotion to soldiers (Adver- 
tising Age, Aug. 31). 


APPROVE NATIONAL POSTER DESIGN FOR CANADIAN DRIVE 


COMMUNITY FUND DRIVE 


Marking the first time that they have agreed on a single national slogan and poster design, 
organizations throughout Canada have approved this one for their 1942 campaign. 
Montreal artist. 


DATE-- 


eight community chest 
It was designed by A. Sherriff Scott, 
Dayton, O., officials will use the same design. 
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FOR THE DURATION OF THE WAR - eat ie eddition to sits reguler circulation, institutio 

i : Magazine is being sent, without charge, to the following: : ce ee 
Z ‘" - Quartermasters in the Army © Supply Officers in the a « baat Seustsenctine ‘te in Barieci 7 


chasing Officers of the U. S. Maritime Commission @ Te Engineers of Procurement Offices @ — 

_tendents of Veterans’ Hospitals © Purchasing Agents for Bomber Plants ® Managers of Industrial Cafete 
, Operators of Army Post Exchanges ®@ Military Schools © and others engaged in the war effort. ® 

- further details, consult your advertising agency or write INSTITUTIONS Magazine, 1900 Prairie Avenue, are 
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= yvonne HIS advertisement 5 for the purposé of emphasizing just 
— two important ideas: 
ot The first 's that the media YOU select to carry YOU! advertising at 
“i conform t© the changing conditions and changing markets of today -*: 
gd an obvious fact too frequently overlooked: Second, and equally 
= obvious, 's the fact that advertising agencies are trained in the scienc 
of analyzing both markets and publication’: Manufacture® yen 
aT terested in obtaining full value from their advertising appropriation: 
a should av ai\ themselves of this vital source of information and experience 
Consult you advertising agency and you" agency will tell YO a 
4 Z INSTITUTIONS Magazine is the only publication in its ticld which 
pt las done 4 joo of converting its facilities € the demand imposed by the 
A ; present war economy: Your agency will tell you that INST TUTION 
3 Magazine is the only publication serving the entire nstitutional field 
Pi including manufacturers of supplies, maintenance equipment, ood set- 
"s vice equipment and foods - « in fact all products used bY the institu-| 
i tional ticld. \t will pay you to consult your advertising agency today| 
~ to ce-appralse your advertising and the publication® which are to carry It] 
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